




































New as the chirp of the first robin... 
exciting as flower buds’s response 

to Spring’s warm breath and the 

caress of morning dew... Korrect-Way’s 


new line of Mannequins possess 





individual charm which bespeaks 
the artistry of their makers. 


Natural loveliness accented by a 
designer's conception of that indefinable 
something which characterizes the 

truly beautiful woman, lend these 

new figures life-like qualities to flatter 


fashion’s favorites, 





Make a note to learn more about these new figures 
and the LOW cost at which they are available to 
you — by writing your KORRECT-WAY Distrib- 
utor TODAY! 


KORRECT-WAY@® MANNEQUINS 


Division of American Fixture & Mfg. Co. * St. Louis 


ATLANTA—Melvin S. Roos @ BALTIMORE—Williams Corp. e 
BOSTON— astern Displays, Inc. e BUFFALO—Samuel C. Dutch & Son 
e CINCINNATI—General Display Corp. e CHICAGO—Hecht Fix- 
ture Co. e CLEVELAND—?ribil Display & Supply Co. e DALLAS 
(Hotel Southland)—Mr. Sid. Bartley ¢ DENVWER—Walter W. Martin 
e@ DETROIMT—The Art Products Co. e KANSAS CITY—National 
Equipment Corp. e LOS ANGELES—Grossman & Silvers, Inc., @ 
MINNEAPOLIS—L.E. Hier Display Equipment Co. e PHILADELPHIA 
—Naythons Display Fixture @ PITTSBURGH-—DeWeese Display Equip. 
Co. e SAN FRANCISCO—Kehoe Display Fixture Co. e SEATILE— 
Chas. T. Boyd, Display Equipment Center e ST. LOUIS—Midwest 
Display Equip. Corp. e MONTREAL—Miller’s Display Fixture Reg'd. 
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he Most Beautiful Comuras We Have Ever Produced 


IN STOCK..-IMMEDIATE DELIVERY 





0 “ROSE” COMURA, Size 15x90" 


RAS have so many uses! This beautiful Rose design is screen processed in 8 full, rich, halftone 
s, shadings of American Beauty Rose tones and greens accented against soft, deep blue back- 
d, on flexible Comura stock. The sculptured effect tecnnique gives the appearance of 3-dimen- 
depth. Treat them like wall paper, cut to any size... mount or tack to any background. Use in 
ments, over arches, around posts, over ledges, in windows! There is a hundred places for them. 
GHT..We illustrate a beautiful suggested window treatment for garden promotions... also 
tand ledge trim. Use this American Beauty Rose Comura to bring “Summer” into your store! 


AT LEFT... 
F-210 “ROSE SCREEN"’ 


Three Panel Screen, of sturdy 
wood construction, the beau- 
tiful Rose Comura mounted 
one side, other side plain. 
Each section 15”x90”, size 
overall 45”x90”"__ $48.75 





FASHION’S STRIPES 


WITH THESE 


ZEBRA DESIGNS 


Stripes... 
whether wide, narrow or 
pin, are everywhere...in 
suitings, dresses, blouses, 
shirts, ties, fabrics, home 
furnishings . . . There is 
scarcely a department 
without them. Let this 
vibrant Zebra design, in 
its beautiful colorings, 
maroon, ecru and rose 
predominating, drama- 
tize your merchandise 
displays. 


Z-100 “ZEBRA HEAD" Comura, on flexible Comura 
Stock, Size 36”x36” Ea, $4.75 


4 
4 


Z-101 “*ZEBRA"’ Comura, on flexible Comura stock, Size 15x90" ____Ea. $4.75 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY Ideas for the hot summer months will be fea- Lee W. Court, display director for W 
WORLD when you share it with others. See — s.-¢4 in the May I5 issue of DISPLAY WORLD, _Filene’s Sons Company, Boston, has this to * 
that it reaches other executives of your organi- 7 ‘ : : ; ; " 
tation and the members of your department. plus current happenings in Chicago, Los Angeles of the display shown on this month's cover: 

and New York... Final information on the two interior display for the Suit Shop which dram 





CO nnneseseseseeeeeeeeetettnnneececeeeeeeeetttennnsnnnsee SaaS Display Market Weeks . . . Gotham Gossip .. . tizes this department in a highly successful mo 
FER ines PP As ie eT pe A tl Pasta Bingham's “Wordisplays"' in profusion . . . more ner.’ The setting should charm the heart of 0 

personal snapshots in "On and Off the Record" shopper, with its fountain, shade tree, pot 
TY anneeeeeseeneeenseeenseensesnnseenneennnntanntn cone eres ‘ . . . and a dozen other features to make this plants, hedge in the background, grass, flo 






issue well worth waiting for. stones and benches. 
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> BRIGHT FUTURE... AND SO PLASTIC! 


Who would have thought ten yeats ago, we would make fabulous sheer hose from coal, 
air and water, and warm coats of milk? Who knows now to what amazing fashions in 
clothes and living the magic threads of the new wonder plastics lead? They will challenge 
the genius of America’s display people, and at the same time provide new means of 
expressing their creative ideas. They have challenged us, in the midst of war work and 
helping your wartime selling . . . as New Ideas have challenged us through all our fifty 
years in the mannequin and display business. Nothing is impossible. Anything is possible. 


The future is . . . plastic! 


OWiauasdue 


498 SEVENTH AVENUE, NEW YORK 18 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 


MARY BROSNAN MANNEQUINS © L£YRIIIF 


STFINFR FIYTHRES 








MEMBERS EXHIBITING 





ABACOT DISPLAYS, INC. 
18 east [6th street 
AMERICAN FIXTURE & MFG. CO. 
hotel pennsylvania 
8 .1SS DISPLAY CORP. 
460 west 34th street 
BULKLEY, DUNTON & CO. 
295 madison avenue 
THE L. J. CHARROT COMPANY, INC. t 
36-38 west 37th street P 
(Ore) Gum 8) 1:1. 1 Oh, ae. en OL OPE) 1 On 
686 greenwich street 
L. A. DARLING CO. 
47 west 34th street 
DAZIAN'S, INC. 
142 west 44th street 
DECORATIVE PLANT CO., INC. 
9th avenue at 27th street 
THE DISPLAY EQUIPMENT CORP. 
147 west 37th street 
GARDNER DISPLAYS 
hotel pennsylvania 
EARL W. GASTHOFF COMPANY 
hotel pennsylvania 
THE GRENEKER CORPORATION 
250 west 54th street 
VICTOR HAIDA DISPLAYS, INC. 
149 west 24th street 


A. LUTZ 
3 west I8th street 
MAHARAM FABRIC CORP. 
130 west 46th street 
P. C. MILEO 
7 west 36th street 
RIP STUDIO 


15 east 22nd street 
ROYAL PAPER CORP. 
210 Ilth avenue 
SCHEUER ART METAL MFG. CO. 
307 west 38th street 
SHERMAN PAPER PRODUCTS CORP. 
hotel pennsylvania 
NAT SIEGEL 
39 west 37th street 
STAPLES-SMITH 
222 east 46th street 
W. L. STENSGAARD & ASSOCIATES, INC. 
30 rockefeller plaza 
JAS. B. WILLIAMS, INC 
498 seventh avenue 
WORSINGER WINDOW SERVICE 
110 west 40th strect 


hotel pennsylvania — headquarters for out-of-town 
members. 
new york members will show in own showrooms. 


250 rooms set aside hotel pennsylvania—make reser- 
vation now. 


admission by invitation to forum at hotel pennsyl- 
vania on thursday, june 29th at 2:00 p. m. Write 
any N. A. D. I. member listed above for your 
tickets now. 






under direction of the national association of display industries 


x0] Week 





= 
F pe 


r 


® 


ole Died pee med 


—First prize in the smaller stores’ classification for the best displays of 1944 went to the entries of Sol Kamensky, J. A. Kirven Company, Columbus, 
Ga.; the three displays pictured are typical of his work— 


Sales Promotion Division 


of NRDGA Asks For 


DISPLAY SECTION 


Sales promotion men attending the NRDGA Clinic at Cincinnati 
predict that the proposal for a display section of the Sales Promotion 
Division will be received "with open arms" by NRDGA headquarters. 


The most significant action to come out 
of the three-day clinic of the Sales Promo- 
tion Division of the National Retail Dry 
Goods Association, held in Cincinnati last 
week, was a recommendation by that body 
that a display section be established by the 
NRDGA. The proposal is to be passed along 
by the executive committee of the Sales 
Promotion Division to the association’s 
headquarters and the prediction was made 
during the clinic that the recommendation 
“will be received with open arms.” 

The sessions of the clinic were equally 
divided among newspaper advertising, ra- 
dio, and display and took the form of short 
addresses and open forum discussion. Ap- 
Proximately 600 registrations had been re- 
corded by the end of the meeting, according 
to Llewellyn Harries, manager of the divi- 
Sion. As had been more or less expected, 
the attendance by displaymen was not large 
—possibly 100—since it was the first occa- 
‘ton ior display to be given a position of 
such prominence on an NRDGA program. 

E. H. Hunvald, publicity director for 


Pizitz Dry Goods Company, Birmingham, 
had charge of the morning session devoted 
to display. On the platform with him were 
Carl V. Haecker, assistant sales promotion 
manager, W. T. Grant Company, New York 
City; Robert J. Marimon, display manager, 
The Higbee Company, Cleveland; Ralph M. 
Gollahon, interior display manager, Shil- 
lito’s, Cincinnati, and Wilda Vehlow, adver- 
tising and sales promotion director, Meyers- 
Arnold Company, Greenville, S. C. 
Hunvald got down to brass tacks immedi- 
ately with a three-pronged proposal: (1) 
That a display division be established for 
the member stores of the NRDGA, and that 
they be invited to enroll their display repre- 
sentatives in such a section. (2) That the 
display division eventually should have its 
own offices and personnel, but for the sake 
of economy for the present it should be han- 
dled by the present staff of the NRDGA. 
(3) That the semi-annual or annual meet- 
ings of the display division be held con- 
currently with those of the Sales Promotion 
Division, although not necessarily as joint 


sessions. At Hunvald’s request, there was 
no discussion of the proposal until the aft- 
ernoon meeting. 

The first topic for the open forum dealt 
with “Women in Display.” Opening the 
comments, Carl Haecker said: 

“With women in science—women in art— 
women in music—women in fashion—women 
in advertising—women in sales promotion— 
women in the home and women directing 
the purchases of 85 per cent of all merchan- 
dise, you can well guess and know and be 
sure that there are and will be women in 
display. 

“Experience has taught us that—(1) wom- 
en have courage -(courage of their own con- 
victions); (2) women have vision (some- 
times almost uncanny); (3) women have 
forethought (sometimes perhaps with mal- 
ice); (4) women are unafraid (they walk 
where angels fear to tread); (5) women are 
planners (even to the scheming stage); (6) 
women are influential (they are proving that 
more each day); (7) women are not afraid 
to work (their work is never done); (8) 
women are cooperative (and the boss will 
always listen); (9) women are easily 
trained (they act and are more alert); (10) 
women read, study and find out (never on 
the defensive); (11) women spend money 
(and get things done); (12) women know 
how to—(a) attract attention, (b) arouse 
desire, (c) stimulate action; (13) women 
are in display (they will be with us always). 

“Those of us who have women in our 
display departments and closely associated 
with sales promotion and have given. them 
an opportunity have learned long since that 
women are doing a job that in years past 
most of us thought could be done only by 
men. 

“In our organization we have found that 
they are completely dependable and not only 
do they get the job done but consistently 
contribute to new ideas, better methods of 
presentation and are as good (if not better) 

[Continued on page 18} 
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DISPLAY WORLD 
Display Opportunit 
By ALVIN AUSTIN 
Father's Day Council, New York City 1 
J 
Father's day is the displayman’s big tl 
chance. Source material for ideas is almost € 
boundless. Sit down for five minutes, start 9 
thinking, and see how the notions start pop- g 
ping. Start with the bible; the biblical 
fathers; Father Noah, for example—the ark, d 
a boatful of gifts for dad “when fatiier’s b 
ship comes in!” And so on—the Good Look “ 
is brimful of good display themes. Particu- di 
larly today, when spiritual values are run- ai 
ning high; when merchandise offerings are 
limited; when institutional windows can se 
take the place of merchandise windows, la 
what with the paucity of actual goods to W 
place in the window! ce 
The war is full of father angles. All the to 
top commanders of the army, navy, marine, Be 
and air force are fathers. It is easy to get al 
their pictures—blow them up, drape the na- ne 
tional colors about them, then “A Salute to dr 
our Fighting Dads!” ... There are a mil- th 
lion fathers in the armed forces. Give a Tr 
hand to the fighting American fathers. ... - 
Your town has thousands of fathers fighting tal 
overseas, many of whom have new-born th 
babes whom they have never seen. Get their the 
photos—or the pictures of their wives and hor 
the new babies—make a window of these lof 
human-interest shots—a salute to our fight- Fi 
ing dads. ute 
This is election year. The conventions dis 
are one week and five weeks, respectively, Fat 
after Father’s day; June 18. Show pictures sto: 
of these fathers—presidential candidates all day 
— Willkie, Dewey, Bricker, MacArthur, - 
Roosevelt, Marshall, Wallace—or pick your incl 
own. Again—a salute to our fighting dads! sha 
George Washington —the Father of our - 
Country —is a Father’s day window all by dist 
itself—its patriotic quality is beyond chal- will 
lenge. Text: “To the Fathers of Our Coun- [ 
try—Fathers Day, June 18.” whi 
Remember Douglas MacArthur’s historic arg 
Father’s day message? It will never die. It ena 
will be reprinted and displayed every year tt 
Show an enlarged shot of MacArthur. Text disp 
“Salute Dad, Father’s Day, June 18.” Show mad 
a copy of the MacArthur message. Here it J °“4 
is: “Nothing has touched me more deeply ness 
than the act of the National Father's Da briny 
committee. By profession I am a soldier Krin 
and take pride in that fact, but I am proud- mer 
er, infinitely prouder, to be a father. A sol: sy 
dier destroys in order to build; the father —_ 
only builds, never destroys. The one has - 
the potentialities of death; the other em- play 
bodies creation and life. And while the § “°° @ 
hordes of death are mighty, the battalions =— 
of life are mightier still. It is my hope that Th 
my son when I am gone will remember mt bar 
not from the battle but in the home, repeat mave- 
ing with him our simple daily prayer, ‘Ov’ bd 
Father, Who Art in Heaven.’ ” — 
Why not set up a window showing you! a, 
—At the upper left, from Loeser's, Brooklyn. a 
... Center, from John David's, New York City: 
.. . Left, by Irving Eldredge, R. H. Macy & mm 





Co., New York City— 
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—Top, by Adrian Delsman, Frederick & Nel- 
son, Seattle. . . . Center, by Joseph Dultz, 
Bloomingdale's, New York City. . . . Below, by 
Frank Early, Gilchrist's, Boston, winner of first 
prize in one classification of the Shulton "Old 
Spice" display contest last year— 


own nominations for the Fathers-of-the- 
Year? Text: “Salute Dad—Father’s Day, 
June 18.” “We nominate for the Fathers of 
the Year: (list the ten fathers of your own 
choosing).” Write the National Committee, 
9 East 4lst street, New York City, for sug- 
gestions, should you want any assistance. 

The foregoing are types of individual win- 
dows you can originate yourself. There are 
but a few suggestions. The way is indi- 
cated, however, for creating non-merchan- 
dising windows along these and many other 
avenues of thought. 

You will undoubtedly have more than a 
single Father’s day window (the fact is that 
larger stores today give an entire bank of 
windows over to this event). The National 
committee suggests that you use the coast- 
to-coast theme this year: “The Strongest of 
Bonds—Your Dad and Your Country,” in 
all your windows. The United States Treas- 
ury is conducting a national Father’s Bond 
drive from June | to June 18, Father’s day— 
therefore the “Strongest of Bonds” appeal. 
The official poster by Herbert Bohnert is a 
magnificent painting showing a_ soldier- 
father clasping his son by the hand—again 
the strongest of bonds. A war-worker fa- 
ther is also shown with his little girl—the 
home-front and the war-front dad. At the 
top is the national call, “A Salute to our 
Fighting Dads—Father'’s Day, June 18.” By 
utilizing this poster in your store window 
displays, you tie in with the war-effort 
Father’s day observance; you identify your 
store with the whole country’s joint Father's 
day campaign. A giant replica of the poster 
is available in full colors, size 38 by 50 
inches. There are many other sizes and 
shapes for windows and store interiors. A 
service-kit-broadside, showing all the store 
display material furnished by the committee, 
will be sent you on request. 

There is also a deluxe giant window unit, 
which embraces the poster also, intended for 
larger stores, that is made by W. L. Stens- 
gaard & Associates, Chicago. 

In a conversation the other day with a 
display manager, an interesting point was 
made. He said that Father's day is one 
occasion when he is certain to have “fresh- 
ness” each year. Christmas was bound to 
bring on the holly leaves, reindeers and Kris 
Kringles; Easter the inevitable lilies and 
other flora and fauna; and so it was with 
Independence day, Thanksgiving, and so on. 
But Father’s day has a new national theme 





and poster every year; by using it, the dis- 
play manager is sure to achieve newness in 
eye appeal, freshness of thought and a mini- 
mum of “old stuff.” 

The National Father's Day committee is 
gratitied that it is being of service to the 
hard-worked display fraternity of the coun- 
try. It realizes that while the new official 
Posters created each year do establish an 
annual theme and slogan, it is the artful 
windows and ideas invented by the ingeni- 
ous display directors which animate the 
theme. bring life, interest and magnetism 
to the windows and crowds inside the stores 
that display them. 
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more it is possible to resume the 
series of monthly articles in DISPLAY 
WORLD on the subject of Los Angeles dis- 
play, interrupted for many months by war- 
time conditions which at first imposed a 
blackout, then resulted in a labor and film 
shortage which made window photography 
practically out of the question. 

But things are a bit easier now, and al- 
ready the dimmed-out streets of our city 
seem litthe more than a memory. But dur- 
ing the time the lighting restrictions were 
in effect they added quite a number of gray 
hairs to the heads of displaymen who want- 
ed to show their merchandise to best effect 
and had little light with which to do it. 
There was a great deal of experimentation 
among the profession to try to overcome the 
lighting difficulty. At first many of them 
simply cut down on the wattage used, only 
to find that this was no solution; the light 
issued from the window far in excess of the 
amount permitted by the army ruling. Then 
they tried baffles which would tend to con- 
centrate the light on the displays; spotlights 
for the sole illumination; metal shields for 
the lights. 

The 


shadow” in 


Once 


o'clock 


and 


usually was a “five 
the front of the window, 
relatively low illumination on the display 
toward the back. Only those stores 
with comparatively deep entrances could 
achieve anything like adequate lighting 
without violating the dim-out. 

3ut happily all that is a thing of the 
past, and probably no citizen of the West 
coast greeted the lifting of the lighting ban 
with more downright enthusiasm than the 
members of the display profession. But to 
tell the truth, the habit of low-level illumi- 


result 


area 


Lo Angeles Reporting 


By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 





nation seems to take a bit of time to wear 
off, for some Angeles windows even 
now are by no means lighted as well as 
they were before the dimout went into ef- 
fect. Some of this may be due, however, to 
the government's request for a lower watt- 
age of lighting in display windows, or for 
its elimination altogether during the day- 
light hours. 

3efore getting into a description of the 
displays pictured with this article, we should 
mention something of the changing type of 
display being used at The May Company, 
where William Stutz is now display direc- 


Los 








tor. He succeeded Carl Ahlroth, well known 
for many years in the display field, who 
it is reported, has retired for a well-earned 
rest. Stutz has Lynette Wilson as associat 
display manager and art director. But get- 
ting back to the display methods now ip 
use at The May Company, the emphasis js 
on simple backgrounds that go straight to 
the heart of dramatizing the merchandis 
presented. They are handled as stages, and 
employ only the bare necessities in the way 
of properties. Each individual in the 


store’s display staff has at least basic art 
training, and 


the department follows the 





practice of carrying out the complete dis- 
play from the first design right through 
construction of the finished job. <A_ photo- 
graphic illustration of this method of dis- 
play is with this article and_ will 
be discussed a little later. 

First is shown a display by Harvey Pettit 
J. W. Robinson Company. The setting was 
millinery, and the setting was timed for the 
Easter season, making a tie-in with a series 
of Easter fashion windows on view at the 
same time. The predominant color theme 
was a pale pink, carried out in backgroun 


shown 


—Immediately above is a window display by 
Harvey Pettit, The J. W. Robinson Company, 
featuring Easter millinery in a setting of pale 
pink; the window followed the general theme 
of a series of Easter fashion displays. . . - 
Left, a display by William Stutz, The May 
Company, who is undertaking a new type of 
display for this well-known firm; under the 
present method, the use of props is held to ° 
minimum. .. . (All photographs by courtesy of 
"Dick" Whittington, Los Angeles) — 
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—The display at the right is by Stuart Ray- 
mond, The Broadway, using rich purple and 
white for the general color theme, with Easter 
lilies for added decoration. . . . Center, an 
elaborate "Rabbit Circus'’ was an Easter at- 
traction in the windows of Bullock's, where J. H. 
Brewer is display director; the merry-go-round 
illustrated was in motion; the backdrop showed 


a thronged midway. . . . Below, for a promo- 


tion of Lentheric perfumes, Harvey Pettit, of 
Robinson's, used natural flowers in each window 
to match the featured scent— 


and properties. The card copy was headed: 
“Head over heels into Easter,” and shoes to 
complement the millinery were included in 
the display to carry out the slogan. 

Now we come to the example of the new 
display treatment at The May Company, as 
shown in the second illustration. Featuring 
Easter fashions, the only property used is 


an elaborately carved “gadget,” for want of 
a better word, apparently of Oriental origin. 
The lower section of the background is 
given a formal design treatment, and the 
only decoration employed consists of five 
large roses painted on the background.. No 
window cards were used, and the lighting 
level was held down. Whether other dis- 
playmen like this type of display or not, it 
is admittedly different. 

Next is a display by Stuart Raymond, for 
The Broadway, likewise stressing millinery. 
The colors were a rich purple and white— 
the same color scheme carried out in all the 
pre-Easter windows of the store. Note that 
although Raymond shows only a few hats in 
the display, it still does not appear too 
“loose.” Above the recess at the left was 
4row of Easter lilies, with swags curving 
down to bunches of spring flowers on 
either side. 


j 


he center of this page appears a pho- 
lograph of the corner window of Bullock’s, 
Wher: J. H. Brewer directs display. An 
Easter rabbit circus was the theme, and the 
Carousel was animated. Light pastels were 
‘mployed throughout. The background was 


In t 
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a painting of a “midway,” thronged with 
bunnies. 

And finally we have a very unusual back- 
ground used by Harvey Pettit, at Robin- 
son’s, for the store’s annual promotion of 
Lentheric perfumes. One type of perfume 
was displayed in each window, with real 
flowers matching the fragrance for that par- 
ticular display. 

The background mentioned above consist- 
ed of two large panels, one one each side, 
made up of wooden rimgs connected to each 
other by short bits of wood. In each of these 
panels a shadowbox had been cut at approx- 
imately eye-level, and separate bouquets 
were arranged in these openings. The chief 
decorations were of course the large bou- 
quets in the central background, these being 
arranged to flank a large picture hanging 
on the background proper. 

As for general trends here, the three 
weeks before Easter brought an average in- 
crease in business of nearly 26 per cent over 
last year; some stores reported an increase 
of as much as 60 per cent. 











Spring, as that division of the year asso- 


ciated with new life, has been truly observed 
displays through 


this window 


many novel and fresh approaches in display 


season in 


media and presentation. 
series of windows at Oppenheim 


using the headline “Apple Red Ac 
Leslie 


For a 
Collins, 
cessories Add Tang to Spring Gray,” 
Dorsey, display manager, interestingly 
into the picture properties 
are extraneous for fashions and yet proved 


brought which 


singularly effective. These were fruit crates 
fixtures for the advantageous 
(Photograph at 


as display 
showing of accessories. 

right center, opposite page.) 
these half dozen 


In lines, units were de- 


signed as faithful reproductions of a famil- 


New. York Display | 
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By VIRGINIA ROEHL 


Virginia Roehl Studio, 





were painted 
panel lined in 


iar container; however, they 
pure white with the back 

green-and-white stripe paper. The use of 
fluted white organdy ruching further re- 
lieved any suggestion of rigidity and the 
red accessories in graduated elevations 
stood out by contrast. The farmyard atmos- 
phere as brought in by the white plaster 
roosters and a white rake hung with shred- 
ded green paper, bore out the fashion mes- 
sage carried in the adjoining series of win- 
dows, reading: “Oppenheim-Collins crows 
about Spring-Fresh Gray Wear it ra- 
diantly with Apple Red.” The upright plank 
panel making the background to the leit 


was painted dark green. 
A second series of windows was likewise 

















New York City - 























pan 
ing 
ind 
whe 
entertainingly handled by Dorsey, as see A 
in the first illustration. “Sublime Hats— @ 4" 
out of this World!” was the card text placed ff 5™ 
in a decorative white frame in the fore. fe! 
lets 





ground of a charming garden scene. White 
leafless branches, asparagus fern and white Mg 8 
flowers were banked back of a low wal] i ?@ 
formed of white bricks with a_ high-gloss It 


finish. White egg-shaped heads painted i la 
with green motifs for abstract features mod. MR 
eled new millinery, other of the hats being fj ""® 
shown on the branches. A mannequin bust Ket 

ron 


painted a glazed white and decorated wit! 
hearts and green leaves, was placed in q 
white iron chair, the seat of which was 
filled with the fern and flowers. A thin 
soft, white curtain held by large white rings 










made a window length drape to one si 


swags of the fern completing the use of th 


the fl 





elevated rod. Gold glitter was scatter re j 
on the floor and fleecy clouds floated across An 
the background. being 
Simulated forms of war equipment wel Eldred 
cleverly transposed by George Wells, part: 
play director at McCreery’s, into timely ds a 
play props for presenting the versatile 0 intag 
sions for the spring coat. (First phote armey 
graph on the next page.) Using the CaM ould 
copy, “A Jeep gets you anywhere—and @) ' 
does a Topper,” the display was centert§ ewed 
with a large cut-out olive drab army Jee comy 
complete with driver. The mannequins WG. i 
posed back of the driver to appear as | sed 
they were riding in the car. One mannequg@, 
wore a yellow topper over a tan dress: 4), A 


—Upper left, by Leslie Dorsey, Oppenheim MP omi: 
Collins. . . . Center, by Henry Callahan, Lord Mich 
& Taylor. ... Left, by John Rosenberg, Abro Bains ; 
ham & Straus. . (All photographs by Bi, 
courtesy of Virainia Roehl Studio, New Yor 


City) — 
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f —Immediate right, by George Wells, Mc- 
Creery's.... Upper right, by Irving Eldredge, 
a R. H. Macy & Co... . Left center, by George 


Wells. . . . Right center, by Leslie Dorsey... . 
Below, by Joseph Dultz, Bloomingdale's— 


second, aqua over coral, while her com- 
panion added color to the setting by choos- 
ing purple over green. The white signpost 
indicated some of the numerous places 
where the topper could be worn. 

Another innovation was the use of a net 


Seel , : : 
Hat -arried across the top of the window with 
tL lLaltS— P e e ° ° 

la small bits of colored fabric tied here and 
placed . 

rib there—thus suggesting the army camouflage 
( ore- i e 


White f ets- The floor was covered in brown shav- 
ings and branches of spring foliage ap- 





d white 5° : 

Ww wall peared in one corner. 

h-gloss In a series of three windows, Wells used 

painted a large white seamless paper scroll as back- 

s mod- ground for ACCESSOTIES. (Left center, on 

s being fm 'S page.) Life-size, animated faces were 

sa sketched on the scroll as though coming 

ed with the pinned blouses. An additional aum- 

din agg oct oO blouses were pinned against the sur- 

ch was fag ae and painted and artificial flowers were | | : | : : 
A. this tion from the flower fashions being featured 


te ae by the store. Card copy reads : “As Ad- 
vertised—Spring Yellows—from Chartreuse 
to Gold—all News.” 

Display Director Joseph Dultz presented 
a distinctive series of windows at Blooming- 
dale’s with the use of more than window- 
height papier mache tie-back draperies, the 
“folds” of the curtain sweeping across the 
moss-covered floor. (Final photograph.) In 
showing a range of colors in “the long and 
short of the spring coat story,” one chosen 
color was classified to each window 
this coat color, navy, black, sage, ete., was 
repeated in the wide diagonal stripe pattern 
appearing on the white ground of the drap 
eries. The landscape painted on the seam 
less paper backwall depicted the = spring 
story theme for outdoors; miniatures of the 
papier mache draperies, in the same chosen 
color combinations, were also painted here 
and there on the background 

The unusual hanging of a mirror was an 
outstanding note in a series of displays at 
Lord & Taylor’s when “Look for prints in 

[Continued on page 56] 





scattered here and there. Flower corsages 
vith a bit of net in the upper left hand cor- 


1e Si aie pg 
on ner of the scroll gave finish and balance; 


> of the ‘ 
ae the floor was marbelized and the backwalls 
-atter eaten 2 
scat e in pale blue. 
ed across \ Te : ° ° . 
Nn increasing number of mannequins is 
+a beng displayed by Display Director Irving 
lent W / “2 hs 
ell Mdredge on elevations in the ready-to-wear 
ells, nail ; . : a 
; partments at Macy's. (Upper right.) To 
imely : 
til ' observer, it would appear that the ad 
tile O¢ iat ° e,° . . 
, mitages—in addition to spotlighting the 
st pho ‘ ; 
Rei ‘rment—would also be that the costume 
the ca = 3 ps : 
2 uld be out of reach of customer handling, 
p—and 5 , ° ‘ 
is the fact that the display could be 
cente ewed : EB T 
wed at a distance across the floor. The 
irmy je e ° ‘ = . 
ad ompanying illustration shows one of a 
uins WG. 
ee les similarly handled with the mannequin 
year as ye 3 
ais ed on an elevated, curved clear glass 
Nannequym sre. os os . 
te projecting from the floor column. 
dress: @ 


€ column and support for the glass 
‘te are painted dusty pink. The branches 
> penheim oming with large pink plaster roses, 


an, = ith make a background for the manne- 
ro: s:. a 

sabe by is, te in with the flower motif employed 

aphs (ee a sddaee a: 

. an terior displays during the early 





ing season and in turn take their inspira- 
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by Louis Gehring 


Display Designer and Consultant 
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Arrangement: Consists of center unit with accom- 
panying figures. 






Properties: Country well constructed of wall board. 
Paper resembling stone is easily obtainable and 
cae be used to give a stone effect to the well. 
Water pail, patch of grass broken up with irregu- 
lar flagstones, and an overhanging tree branch 
complete the setting. 











Merchandise: Promotion of cool cottons and seer- 
suckers is suggested for this display idea. 










Arrangement: Consists of a central unit with ac- 
companying figures. Elements are so arranged as 
to lead the eye in a circular movement toward copy 
card. 










Properties: Bright yellow sun can be fashioned from 
sculptured paper and is designed to give an amus- 
ing effect. Tag bears caption: "Take Your Vitamin 
D From Good Old Sol." For atmosphere, display 


large sombrero or other sun accessories. 














Merchandise: A colorful and varied selection of 
sun suits, swim suits and accessories. 







Arrangement: This window consists of a composi- 
tion of elements forming a well-balanced arrange- 
ment. 
















For War Wowk 









‘ \. For’ Round-the-Hou Properties: Half-forms with slacks are pleasingly 
ia WN For Play arranged on a sloping platform of rough planks. f 
Food basket, tennis racket, etc., suggest the various r 
activities in which slacks play a large part. S 

Merchandise: An assortment of slacks both as to h 






style and color on half-forms and on platform. Ap- 
propriate shirts and accessories to complete en- 
semble. 
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|FOR JUNE 


Flag day is June 14 and is another patriotic 
occasion for the promotion of War Bonds, and 
an opportunity to stimulate patriotism by en- 
couraging the public to respect and honor the 
American flag. In this display the panel board 
serves to instruct the citizenry in the correct 
ways of displaying the flag. Such information 
is easily obtainable and instructive copy should 
accompany each sketch. The American flag is 
displayed on a stand to the left. Display the 
War Bond poster. 


wes eneeeese 


mee teow 


_ ee. Ly ike Arrangement: This window consists of three units 
Remem be the. : arranged to carry the eye from left to right in a 
v 4 é g y y g 
Fathers Os June 7s circular movement. 


‘ ey 
&: — 4 = Properties: Colorful beach chair with lounging fig- 


ure. Cut-out tree outlined against a cool blue 
background displays men's popular magazines and 
ribbon streamer containing copy. Unit to the right 
consists of a selection of Father's day gifts. 


Merchandise: This should be an assortment type 
window of men's general furnishings. 


Note: The date of Father's day is June 18, not June 
4 as shown in the sketch. 








KEEP DAD 
Cool tad Com for 
THs Summw 






Arrangement: This window consists of three units— 
one definite center unit and two side units directing 
the eye to the center. 










Hm) y 
Properties: Center cut-out figure with fan. Two 
panels arranged at either side for the display of 
merchandise. Multi-color striped valance to re- 
semble awning. 


Merchandise: A wide assortment of slacks and 
ports shirts as to style and color. This window 
might be trimmed quite "heavy." 
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By JACK POLLARI 
Madigan Brothers, Chicago 


Spring in many moods is reflected in the 


window showings on State street, on M ichi- 
gan boulevard and the many smart shops in 
Chicago's outlying 
centers. Some reflect ethereal whimsy 


suburbs and shopping 
vhile 
others get to the point in a more business- 
like manner. Color runs rampant in its 
gayest form, whispering here, shouting there, 
but definitely getting across to the public 
that spring is here and its magical effect 
calls for a change in raiment to greet this 
new season. 

The Easter season of course brought with 
it an occasional display with a _ religious 
aspect, as shown in the first illustration. 
Here J. W. Campbell, Carson Pirie Scott & 
Co., reproduced the interior of a church on 
Easter morning. Spotlighting brought out 
the figure of the chorister at the right, while 
other figures took the part of a portion of 
the congregation. 

The spirit of spring was caught in the dis- 
play next pictured, as used by the Peter Pan 
The garden scene behind the picket- 
fence was stylized enough to be charming, 
but not enough so that its realism was sac- 
rificed. As for the slant-roofed cottage in 
the central background, it was straight from 


shop. 


the pages of the brothers Grimm. Accent 
here was on color. 

Saks-Fifth Avenue adopted an_ Easter 
bridal theme through the use of a small 


Gothic window at the left, and a reproduc- 
tion of a rose-window for the central deco- 
rative feature. 

Ray Bianchi, at Goldblatt’s, paced his ex- 
cellent series of children’s windows with the 
popular zaney tune of the times, ‘“Mairz) 
Doats”’—the mare, the doe and _ the little 
lamb being cleverly sculptured in_ plaster 
The copy, “Mairzy Doats,” “Doazy Doates,” 
and “Little Lambsy-Divy” lettered in 
green on the window glass and repeated in 
a bank of six windows on State street. The 
further stated in modern 
“Wouldn’t you like to come up to our sec- 
ond floor and gasp at the glad rags all read) 
for Springtime?” Each presentation was 2 
splendid repetition of vellow fences, yellow 


were 


copy jargon— 


stones, grass-matted floors and gray back- 
grounds. The display is pictured. 

Bianchi went all-out in whimsy in six 
State street fashion presentations, using am 
idea that is both 
same time simple and adaptable. A giant 
bird’s nest was the center of attraction, wit! 


. he 
provocative and at th 


a smartly clad mannequin sitting in it. Th 
copy, held by a white dove, was “Bringing 
you the Best from Fashion’s Nest.” A pat 
terned floor and huge florals com- 
pleted the setting. 


grass 


—Top, by J. W. Campbell, Carson Pirie Scott 
& Co. ... Center, from the Peter Pan Shop. 
. . « Below, from Saks-Fifth Avenue... . (All 
photographs by courtesy of F. A. Kuehn & Co., 
Chicago) — 
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—Right, by Ray Bianchi, Goldblatt's. . . . 
Center, by Sam Blum, The Fair Store. . . . Be- 
low, by Les Barofsky, Morris Sachs Company— 


Sam Blum at The Fair Store presented 
a very engaging neckwear window, which is 
not illustrated. A flower garden effect was 
achieved by using flower pots, flowers and a 
wheel-barrow in the center of the display. 
Further interest was added with a screen 
where these pots rested and at the same 
time acted as bases of fixtures for the mer- 
chandise. The card completed the picture 
with the following copy, “For Flower-like 
Charm, blossom forth with a fluff of pretty 
neckwear. . . . They'll give new life to a 
suit, a frock and will make you look fresh 
and Spring-like.” 

Blum’s splendidly executed State street 
windows were captioned, “Catch the Spring 
Fever in Color . .. with a dressy misses’ 
suit in a pale powder blue or a glowing 
iuchsia suit with the same feminine soft- 
ness.” The white balustrade background of 
plaster, with its large urn of flowers, strong- 
ly entrenched this springtime setting, as can 
be seen from the photograph. The floor was 
brown, edged in colored rock. 

The final illustration shows a display by 
Les Barofsky, Morris Sachs Company, for 
the Red Cross drive. Full-relief figures of 
servicemen were posed on globes at the 
right, while a relief red cross dominated the 
left. 

The following displays are not pictured. 

Whimsy at its best highlights Campbell's 
millinery windows at Carson's. Cleverly 
made props in the torm of a giant old- 
fashioned, buttoned, high-top sHoe that looks 
like a pin cushion; a large wicker basket 
also tufted) : a ruffled, tufted heart; a white 
wheelbarrow tufted in lavender and pushed 

a papier mache cherub; a giant orna- 


mental pin cushion, and last but not least 


1 large tufted top hat were the “conversa- 
tion pieces” of this excellent series. The 
ats were originals by John Frederic, Dache, 
Northridge and Walter Florrell. The back- 
ground of these windows was a soft white 
curtain. Ground rock in green, edged in 
vhite, formed an irregular pattern as a 
floor. 
Jay Howe, at Mandel Brothers, created 
an “Easter egg” setting for his fashion ac- 
cessory window. The bags and gloves were 
placed in baskets just like Easter eggs, 
amidst colorful packing. He captioned this 
vindow with: “Timely Bags and Gloves for 
Easter.” Mandel’s corner window on State 
ind Madison borrowed its theme from the 
rent movie, “Lady in the Dark.” De- 
ightiul papier mache deer, elephants, 
lowns, giraffes, egg heads in all expres- 
ions and a bareback rider on a_ prancing 
rse delighted both old and young by its 
Mastertul fairy-tale touch. The copy read: 
It's a vivacious suit to fill every moment 
1 the days of enchantment.” 
John Moss, at Marshall Field & Co., pro- 
moted green in a very unusual way for 
“aster. His corner window at State and 
Washington represented a scene on Michi- 
‘an avenue. The Chicago skyline was paint- 
as the background. A concrete island 
‘as built up in the middle window: on each 
‘nd of this “island” was a stop-and-go 
ight. The window copy read: “Ensembles 
at get a green light in the Easter parade.” 
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Liggett's 
Puts Across 


Bond Drive 


Windows in Liggett stores all over the 
country came through with effective War 
Bond displays for the fourth campaign. 
Those shown at the right are, top to 
bottom, from stores in Parkchester, N. Y., 
Chicago, and Pittsburgh 


No War Bond quota is safe when Liggett 
Drug Company gets it in its sights, for in 
each of the past four War Loan drives the 
company has doubled or tripled what would 
seem like a reasonable amount of Bonds 
sold. 

The reason for this excellent record is not 
hard to find: the Bond-selling efforts of the 
entire chain of stores are based on a defi- 
nite plan, with one individual in charge to 
see that the program is carried out. The 
director of the drives is C. B. Reymers, who 
also is display director for Liggett’s. This 
means that considerable emphasis is placed 
on the part of store display for each cam- 
paign. 

Probably the best way of showing the im- 
portance attached to Liggett’s Bond displays 
is by quoting from a letter from Reymers 
to all store managers and displaymen: “The 
installation of this window jis to be made 
by January 18 and maintained throughout 
the entire period of the Fourth War Loan 
drive. . . . Coordinating with the sales drive 
of every Liggett organization, the 
early installation and maintaining of this 
window during the entire period of the 
drive is tremendeusly important and the first 
impression and invitation to the 
publi¢ to help attain this quota of $1,610,000. 
. . . Attached is a photograph of the 6-foot 


store 


passing 


Kigp st TO. 


Se ae 


i 
way 


ome le 


mmeigan 
a | 
— 


“mw gl ae 


§ 
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display which is to be installed according to 
the instructions listed. This is the mest 
important window ever scheduled for instal- 
lation.” 

The letter goes on to list display material 
which will te furnished the various stores, 
including signs, booklets, streamers, special 
cards, and posters. 

As for the actual displays, a glance at the 
three typical used by Liggett 
stores during the Fourth War Loan drive 
shows that they made excellent use of ap- 
propriate posters as an inexpensive way of 
dramatizing the subject. These particular 
displays stores in  Parkchester, 


windows 


were by 


1.610.000 


ee ae 


1.610,00 


a 


; as é % 
| Let’ all SACK THE es Bonds d 


N. Y., Chicago, and Pittsburgh, in the ore’ 
shown. 
within the store, Lig 


furnished ea 


through 
gett’s display department 
outlet detailed sketches of a 
sidewalk Bond booth, a special Bond frat 
work to be used over a standard showcas 


Carrying 


store floor 


and a similar framework for use over fl 
tables. 

In addition to the $3,043,145 turned in 
Liggett stores during the campaign, a s* 
cial “Quiz Kid” program arranged for Ne 
York City, with Fred Alien as master 
ceremonies, resulted in an additional % 
ot Bonds amounting to $5,500,000. 
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Te LATEST 


Here's a group of millinery heads unsurpassed for all-’round 
utility, enabling you to maintain smart displays today for any 
type of hat. Delicately sculptured and skilfully finished in 
SKIN-TRU flesh tones with assorted hair and facial treat- 
ment. All made of Darling Dartex. They may be used on 
ledge or counter without supports, or with regular supports. 
H-353M H-354M H-355M H-356M Groups A, B, C and D are $3.00 each . . . (Groups E and F 
are $2.25 each or $25.50 per dozen). For other displays made 
of non-critical materials, write for catalog 170... L. A. 
Darling Company, Bronson, Michigan . .. New York Office 
and Display Rooms, 735 Marbridge Bldg., New York 1, N. Y. 
Be sure and visit Darling’s Exhibit at Chicago and New York 
Market Weeks. Chicago, June 21, 22 and 23 at the Morrison 


Hotel. New York, June 26, 27 and 28 at the Darling Offices. 
735 Marbridge Bldg., 47 W. 34th St. 


See new Style-Center mannequins and latest design composi- 
tion and papier-mache apparel forms and novelty displayers. 


Fy DARLING 


The Name To Think Of FIRST In Display 
H-357M H-358M H-359M H-360M — 


W-343 Wood Head Sup- 
ports in flesh enamel lac- 
quer, 8” round base, choice 
of 24”, 30” or 36” heights. 
Plain round design 


$18 per DOZEN 


H-361JR H-362JR H-363JR 
(C AND D—NEW JUNIOR MISSES) 


. the ord 


store, | 8 
she 1 ea 
re floor 
ynd fram 
showcas 


4 
over 


rned im ; W-342 Wood Head Sup- 

é e ports in durable white lac- 
quer, 8” round base, choice 
all of 24”, 30” or 36” heights. 
master 4 : ‘ Modern step-up design. 


$2] per DOZEN 


ign, a SP 
d tor New 
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0. H-364JR H-365JR H-366JR 








SALES PROMOTION CLINIC 
[Continued from page 5] 

in doing the things that display must do if 
it continues to sell more and more merchan- 
dise to more and more satisfied customers.” 

Miss Vehlow contributed the comment 
that women in display have to work harder 
and better than men, since 
management is inclined to be skeptical about 
their ability. 

From the floor: “Is it practical to call on 
art students in the high schools for work in 


do their jobs 


connection with display in the smaller 
cities ?” 
Several commented that they had been 


able to use such students with good results 
in their stores. Another added that the idea 
is good, but quite frequently it can be ar- 
ranged to hire art teachers for after-school 
hours and that such a set-up is even better. 

Ralph Gollahon returned to the original 
discussion of women in display by saying: 
“T find that women with art training are 
most dependable and with proper instruction 
are capable of preparing and_ installing 
displays with very little training. 
Women with art training do not seem to 
mind the painting and dirty work connected 
with the preparation and making of dis- 
plays. However, before hiring them it is 
important that the display manager inter- 
view them—that he makes it very clear that 


good 
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—These are four of the entries of Syl Rieser, 
Stix, Baer & Fuller, St. Louis, who was awarded 
the NRDGA trophy for the best displays in 


the large store classification— 


display work is not a white collar job, that 
it is not necessarily a glamorous job and 
that it is definitely not a job where they 
will be pampered, but one that can be most 
interesting. 

“However, a display department must be 
careful not to lose the balance between the 
number of displaymen and the number of 
displaywomen in the department. I would 
this balance be about three men 
and two women. Of course, that is if you 
can get that many men in this man-rationed 
world. Don’t forget, though, that women 
are women and marry they will, so always 
try to have a ‘stock pile’ of good women 
artists handy.” 

Then followed a discussion on training 
display personnel, on which subject Marimon 
commented: “A job as display manager is 
really a training job. Most such depart- 
ments are in a constant state of flux and 
the incoming personnel must be taught. At 
Higbee’s we put on a training program con- 
sisting of six classes: (1) Possibilities of 
display. (2) Grouping, balance, etc. (3) 
Handling of mannequins, their dressing, and 
their transportation. (4) Store fashion ex- 
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pert talks on fashion in display, the impor- 
tance of attention to details, coordination 
of merchandise. (5) A representative of th 
advertising department talks on the coorti- 
nation of advertising and display. (6) 
similar talk is given by the merchandise 
manager on what is expected of display ané 
what display should do in the way of sell 
ing. 

“These courses are repeated from time 
to time. I think it is up to every displa 
department head to establish some sort 
training program.” 

Oscar Lee, Crystal Fixture Compan) 
Chicago, spoke from the floor: ‘Talking 
training programs, the Milwaukee Displa 
Club last year put on an educational cours 
as a group. The series was open to al 
person from Milwaukee stores. On the nrst 
night there were twelve people present; th 
last session was attended by more than 
The Chicago Display Club has just adopt 
a similar course. As part of the Chicag® 
Display Market week program this June, 
hope to have either one of these groups P" 
on a sample program so that delegates (4 
take the idea back home with them for po* 
sible use in their own communities.” 

Gollahon: “Display personnel _ trainits 
may be given in various ways, dependité 
on the technique used in making displ@) 
by each separate display department 
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 NAN-THE-NYMPH "* 


... just one of the completely intriguing traffic stoppers for 
your Modern Summer Window Presentations 


*full round papier mache 36”; price 
also on fish, corals. shells—on request 


See our other different dis- 


plays in papier mache and 


paper sculpture during New 
York Market Week—June 26-30 HIP id. . 


15 East 22nd Street 
New York 10, N. Y. 
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—The trophy in the medium-size store classification went to John Dubuisson, Cain-Sloan 
Company, Nashville; two of his entries are pictured here— 


“At Shillito’s the new interior display em- 
ployees are given a good picture of exactly 
what is expected of them and what they in 
expect if they apply themselves. 
that their value to the de- 
partment, to the interior display manager 
and to themselves depends primarily upon 
through with the 


turn can 


It is 


stressed 


their ability to follow 
work assigned to them. 
“We believe it is important not to over- 
load a new person with work at the begin- 
ning but that they should be given ample 
time to become acquainted with the depart- 
ment anl the store and should receive their 
training by first acting as a helper or sec- 
ondary person to the more experienced peo- 
ple in the department. The experienced dis- 
playmen and artists are instructed to go into 
detail and explain why they do this or that 
in making the displays. The new employee 
is encouraged to ask questions, offer sug- 
gestions and consult with the display man 
ager at all times. 
old 


com- 


“In training our employees, new and 
alike, we encourage them to the 
plete working file which we maintain in the 


use 


office. This file contains ideas we have col- 
lected and are collecting day to day from 
the better magazines such as_ Harper's, 
Mademoiselle, Housekeeping, Vogue, 
House and Garden, Charm, Esquire, Tobe, 
Women's Wear, Retailing Home Furnislr- 
ings, DISPLAY WORLD, and photographic 
services of various out-of-town displays re- 
ceived by the department. 

“The people in the department en- 
couraged, in fact, are allowed extra time, 
once in a while, to go through the other 
stores in the town. This reacts in two ways. 
It allows them to compare their work with 
competitors and if the comparison is good 
they gain confidence; if it is bad they are 
anxious to improve. We try to encourage 
the thought that regardless of how good or 
how bad the other fellow might be there is 
always at least one or two new ideas to be 
found. At least if it just makes them think 
it is most profitable.” 

The next topic for discussion was “What 


Good 


are 


are you looking for in display?” 
Miss Vehlow: “From the standpoint of 
the small store, we are looking for simple 
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display ideas. If we try to duplicate the 


big store displays we take too long or the 
displays look amateurish.” 
Gollahon commented: “We are looking 


for the time when the interiors of the store, 
are constructed so as to give stock mer- 
chandise the proper kind of display; to be 
constructed to create a quite simple but at. 
tractive background with the warmth oj 
soft color and good lighting. With this 
will come the type of display we all wan 
and need. These displays will not need the 
heavy props now in They will be 
located at eye level in the accessory depart. 
ments, and in overhead cases in the ready. 
to-wear sections of the store. In the home 
division the displays will be 
cases and on the floor 
These will be constructed in a uwi- 
form and practical manner. They will have 
facilities to allow for simplicity of hanging 
or placing of the atmosphere props and will 
have controlled lighting. The lighting will 
allow the entire background to be painted 


use. 


furnishings 
found in overhead 


cases 


any desired color and the merchandise to 
be clear spotlighted.” 
Albert Bliss, Bliss Display Corporation 


New York City, after speaking of the need 
for display research, asked: “What can be 
done to prove that display sells?” 

Marimon: “At Higbee’s we gauge the re- 
sults of display by experimenting with cer 
tain items from time to time. For example 
we took a flashlight which had been selling 
at the rate of five or six a day. We put out 
thirty-eight spot displays in moré or les 
hidden locations. And we sold more thar 
4,000 of the flashlights in a few days’ time 
You can gauge the display spots of your 
store by setting up test problems. .. . If we 
do not prove what display can do, we don 
actually know where we are going. I woull 
like to recommend that the NRDGA under 
take national tests in typical stores to see 
what display can actually do. With the kind 
of proof that such tests would make avail 
able, displaymen would be able to back u 
their ideas with actual figures. And _ ther 
is no limit to your budget if you can show 
management that they will get proportionat 
returns for their investment.” 

The subject of “How far should we go 1! 
self-selection?” came up next, and Haeck 
led off with the following: 

“Folks have always made purchases | 
seeing; 87 per cent of the people bi 
through the attraction of sight. 

“It has long since been an established fat 
that folks buy the most when they can set 
the goods, feel the item, examine it at their 
leisure and bargain for it in their own 
minds. 

“Now, suddenly out of somewhere every 
one wants to know what about self-selectio! 
To my way of thinking (and I have dis 
cussed it with many of the experts) what 
do about self-selection is all a simple mat 
ter of degree. 

“Your store and my have 
practiced it—perhaps subconsciously or cafe 
lessly, but nevertheless we used it because 
it worked. It goods. 

“Certainly sales promotion, 
display, sales training, management policies 
free services and all the other factors W! 
influence purchases to an extent, but remem 
ber always that folks will still continue ! 

[Continued on page 44] 
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DISPLAY WORLD 


A TYPICAL STATE STREET WINDOW — YOU'LL WANT TO MAKE THE ROUNDS HERE* 


See THE BEST DISPLAY WILL OFFER 


You will not want to miss the splendid showing of Summer, 
Fall and Christmas display equipment at the CHICAGO 
MARKET WEEK. All National Association of Display 
Industries’ members in Chicago are adding countless new 
items to their showrooms for your inspection these three 
important days in June. Out-of-town display manufacturers 
will have interesting exhibits at the MORRISON HOTEL. 

Mark these three days on your calendar as the days to 
view and acquire the very newest and finest in display equip- 


THESE N.A.D.I. MEMBERS 


memeteremes COMMGRY 26. 6 oii s ciccecsscitccses Chicago, Illinois 
American Fixture & Mfg. Co..............St. Louis, Missouri 
erystar Pixture Company... ......c00cssseaece Chicago, Illinois 
mA Bathing Company. oo... occ cie ceccnn Bronson, Michigan 
Decorative Plant Company............. New York, New York 
Math WW. Gastholl (C6. .k coc c cies coecadaee Danville, Illinois 
Warrisom W acter CO... icc. ec. coc eeens wee St. Louis, Missouri 


ment to keep your sales on top in the months to come. 5 
In addition to the interesting new displays you will see, you 
will enjoy viewing the latest windows in State street stores 
and the highly interesting educational display night planned by 
the Chicago Display Club for your pleasure. . . . Make your 
reservation at the Morrison Hotel (plenty of rooms available 
now) and join the big crowd of display men from all over 
the Middle-West who plan to be there. We are looking 
forward to seeing you. 


WILL EXHIBIT IN CHICAGO 


Gardner Displays Cok ccs. sss nccccaes Pittsburgh, Pennsylvania 
Cree Kerelee GOLGI, 5 ais bac wu aalvwsiva beau « .Canton, Ohio 
Reflector Hardware: Corp... ......66.ce00. ...Chicago, Illinois 
SG RAM BEN ates hts. aie. Oe wan ahaid alee Oe Ma Chicago, Illinois 
OSECOSEE EE FURO NBN © Old 6 Hac idle cic ke b'els wwe owen Chicago, Illinois 
W. L. Stensgaard & Associates........ Chicago, Illinois 


W. N. Zeppen-Field Studios........... Los Angeles, California 


SPONSORED BY THE CHICAGO GROUP OF THE 
PROGRESSIVE 


NATIONAL ASSOCIATION 





of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 





splay illustrated is by Ray Bianchi, display director, Goldblatt’s. 


DISPLAY WORLD 


GOOD POSTURE is important to GOOD HEALTH 


SIXTH ANNUAL OBSERVANCE 


CAMP 


NATIONAL 
POSTURE WEEK 
MAY 15" To 6™ 
INSTITUTIONAL * EDUCATIONAL « PATRIOTIC 


@ Observance of National Posture Week has gained momentum 
through five successive years. This year marks a new high point of interest, as we see 
the need for physical fitness as a nation, not only to win the War, but to meet the 
problems of the postwar world. Thousands of schools, colleges, physicians, public 
health and other professional groups, will join during the week May 1-6, in bringing 
home the great importance of Good Posture to Good Health and Physical Fitness. 

Retailers too have always joined wholeheartedly in this nationwide educational 
and institutional event. Every retailer in America is invited to enter this huge 
$5,000.00 War Bond (face value) Window Display Contest. 

Choose your own message, plan your own window ... to dramatize the National 
Posture Week theme: “STAND UP! ... MEASURE UP! AMERICA’S JOB IS YOUR JOB!” 
in relation to other patriotic themes. Every display man has an equal opportunity 
to win one of the 24 individual prizes. Read the rules on the opposite page. 





Schedule your window Now. 


S. H. CAMP & COMPANY, JACKSON, MICHIGAN 
World’s Largest Manufacturers of Scientific Supports 
Offices in: NEW YORK + CHICAGO + WINDSOR, ONTARIO - LONDON, ENGLAND 
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$9000.00 


U.S. WAR BOND 
DISPLAY CONTEST 


America’s retailers have been in the fore- 
front of every patriotic effort to win the 
war and better the lives of the people in 
their community. Display, sales, and other 
personnel may be proud of their record. 


This National Posture Week Window 
Display Contest offers a new opportunity 
to contribute to Victory and the nation’s 
health . . . and to your own prestige as 
well.S.H.Camp and Company urges every 
display manager to plan a Posture Week 
Display based on a patriotic theme now, 
and enter it in this great contest. 


2nd PRIZE 2nd PRIZE 
Choose your own theme, so long as it is 


patriotic: WAR BONDS, CONSERVATION, $500 U. S. WAR BOND $500 U. S. WAR BOND 


VICTORY GARDENS, NUTRITION, CROP ° $ 
CORPS, PLASMA, RED CROSS, SALVAGE, 10 PRIZES 10 PRIZES 


WOMANPOWER, RECRUITING FOR WAVES, 
$100 U.S. WAR BONDS | $100 U. S. WAR BONDS 


WACS, A.W.V.S. OR NURSES, DOCTORS AT 
(Bond figures are face values) 


2 SETS OF IDENTICAL PRIZES 


for cities UNDER 
100,000 population 


for cities OVER 
100,000 population 


ist PRIZE ist PRIZE 


$1000 U.S. WAR BOND | $1000 U. S. WAR BOND 





WAR AND ONTHE HOME FRONT or any other 
theme inspired by our Government, or by 
a medical or health educational group. 











* * RULES «x x 


1—Window display must appear dur- 
ing week of May 1-6. 


2—Window should include reference 
to “NATIONAL POSTURE WEEK” 
but no merchandise whatsoever (in- 
cluding Camp Supports) is to be used 
in the display. 


3—Display must be devoted to some 
phase of the government's Victory 
effort, or a national or local health 
educational program. 


4_FEntries will be judged on the basis 
of the dramatic presentation of a 
message that contributes to the war 
effort or a public health educational 
program. 


” 


5—All entrants must submit a 5” x 7 


Judy es 


(or larger) photograph of the win- 
dow display. 

6—Photographs must be submitted 
on or before May 20th to S. H. Camp 
& Company, Jackson, Michigan. 


7—Prizes as listed in this announce- 
ment will be awarded by the Board 
of Judges. The decision of the judges 
will be final and conclusive upon 
all individuals entering the contest. 


8-If the Board of Judges shall de- 
termine that two contestants are tied 
for a particular prize, each of the 
two contestants will receive the full 
amount of that prize. 

9-S. H. Camp & Company reserves 
the right to request an affidavit from 
contestants to the effect that they 
personally were responsible for the 


design and creation of the window 
display. 

10_By submitting photographs in 
this contest, the entrant agrees to be 
bound by these rules. 


11-All photographs become the 
property of S. H. Camp & Company. 
12—Announcement of winners will 
be made on June 10th, or as soon 
thereafter as judging can be com- 
pleted. 


* 


Any further information regarding this 
contest can be obtained from S. H. 
Camp & Company. 

Be sure to mail your photograph care- 
fully, affixing sufficient postage. 


REGINALD ATWATER, M.D., Executive Secretary, American Public Health Association 
GUY GAYLER CLARK, Dean, Cooper Union Art School 
LEW HAHN, General Manager, National Retail Dry Goods Association 


RAY W. PARKS, President, International Association of Display 
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Thoughts On 
MEN'S 
WEAR 


Display 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb 
Birmingham 


—Typical of Apolinsky's handling of men's 

wear displays are these three in which "Cali- 

fornia Comes to Birmingham." The California 

sportswear was displayed before background 

panels consisting of blowups of California 
scenes— 


Today the display manager is a key exec- 
utive in retail stores, especially so in men’s 
wear establishments. If he is capable, he 
interprets that store’s policies to the com- 
munity; sells the store as an institution by 
the manner in which he presents its mer- 
chandise and by the themes and_ back- 
grounds he develops to “romance” his win- 
dows and interiors. 

But we must not forget, too, that much 
direct business results from good displays, 
especially in men’s wear stores. Men have 
been known to select complete ensembles 
just as they were arranged in a display. 
That is, of course, if the ensembles have 
been carefully selected as to type and color. 

For example, if the apparel you are show- 
ing consists of sportswear, sports accesso- 
ries are naturally required. The same prin- 
ciple applies to apparel for business or for- 
mal wear. 

Then, too, the backgrounds should create 
the atmosphere for the ensembles. In the 
sportswear, build the windows 
around golf, tennis, badminton, the track, 
Victory gardens, and the like. It isn’t nec- 
essary to use entire scenes but merely sug- 
gestions of these activities. 

Color is always a vital and appealing part 
-perhaps the most important 

It is always best to concen- 


case ol 


ol displays - 
single theme. 
trate on one color in an entire display, such 
Blue.” Where this is not practical, 
group the several colors in units set off 
slightly to themselves. It is best to use 
the same pattern in both shirts and neck- 
wear to help hold the display together. 

The careful displayman watches details; 
for instance, he knots the tie in an appro- 
priate manner for the shirt with which it is 


as “Air 





As an example, in the case of 
short collar such as_ the 
“Sussex,” the Windsor knot 
is recommended; for regular 
usual four-in-hand is best. A 
should always be used when a sports shirt 


being used. 
a wide-spread 
“Kent” or the 
i collars, the 
neckerchief 


is displayed. 

There has been a change in the use of 
forms, and it that more and more 
stores prefer the full figure as the best 
means of displaying men’s wear. The com- 
plete ensemble can be featured and the cus- 

i 


+ 


seems 


tomer can visualize himself as he will actt- 
ally look. However, the old reliable sul 
form is still used extensively, but it requires 
more ingenuity to create attractive window 
units. The reason is that the sleeves of the 
suit must be padded, and it behooves th 
displayman to form the clothing as cate 
fully make the 
look its best. 

In selecting merchandise for a display, " 
is all-important that it fit the form. Ne* 

[Continued on page 52] 
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throughout the United States. 
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DISPLAY ... 
is on the MARCH! 


We are thrilled, just as you must be, to know that your government, 
through the War Finance Division of the Treasury Department and 
the War Advertising Council, has come to the display people of 
America to give of their strength and their power in the huge 
task of the Fifth War Loan, with its quota of $16,000,000,000.00, 


$6.000.000.000.00 of which is to be in “E” Bonds. 


We are equally thrilled that the National Association of Display 
Industries has responded to this patriotic call to duty by under- 


writing a prize fund of $3,000.00 in War Bonds for the National 


Window Display Contest which it is sponsoring together with 


DISPLAY WORLD. 


We are confident also that the displaymen of America will respond 
again to this inspiring opportunity to aid their country in these 
strenuous days and to add further proof to the soundness of the 


part they play in the economic life of our America. 
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CUSTOM-BUILT MANNEQUINS 
AnD WIGS 





HEDY 


A New Wig Makes a New Mannequin = ~——> 


CORONET WIGS ... available immediately .. . add 


new life, sparkle and charm to your present models! 


New CORONET WIGS, inspired by the latest coiffures 
featured at the 1944 International Beauty Show, 
held recently in New York, are made of the finest 
imported hairs. ( Their artistic, dramatic designs 


do wonders for your mannequins. 


Why not order them 
by name today 7 


MARY 


THE DISPLAY 
EQUIPMENT 
CORP. 


147 WEST 37th STREET 
a ee oe ae ee Oe i Oe. re 
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HELP BLAST ENEMIES SKY HIGH 


Help Tie the 
“Can” On the 
Axis With 
THESE 5th 
War Loan 


OFFICIAL 
' SLOGAN HERE 


* 
(VJ44-6) June, 1944, 5TH WAR LOAN 3-card Victory 
Display set. Oil processed in from 7 to 9 colors. 


Double Use---Double Value 


For these Displays (also for V44-7 Display shown below) 
we'll furnish the 5TH WAR LOAN Official Shield and 
Slogan on separate pieces of medium weight cardboard. 
So you just insert them into the two die-cuts on each of 
the displays. This gives you attractive wartime Bond 
Displays for use BEFORE the 5TH WAR LOAN starts and 
AFTER it ends. The designs on all posters continue under- 
neath space for shields. 


SPECIFICATIONS: June, 1944 (VJ44-6) Victory Displays— 
Each set includes 3 Displays—one 59''x42" in 9 colors; two 
Displays, each one 29%'"'x42" in 7 different colors; all on 
heavy seasoned cardboard. Price, f.o.b. Chicago (without 
stands), $15.75 per 3-piece set. Sold only in sets of 3 
Displays—not singly. 


(NOTE: Official slogan had not been finally decided by 
the War Finance Committee, U. S. Treasury Dept., and the 
War Advertising Council at the last moment before print- 
ing this two-page ad.) 


y OFFICIAL 
SLOGAN HERE 


ON LEFT (V44-7) ‘‘Feather Your Nest” 

Victory Display. Lithographed in red, 

orange, yellow and dark sepia in 
photogelatin process. 


(DOUBLE USE—DOUBLE VALUE ap- 
plies for this display also.) 


SPECIFICATIONS: (V44-7) 1944, "Feather Your Nest’ Vic: 

tory Display—one card size 59''x42"' in attractive colors on 

heavy seasoned cardboard. Price, f.o.b. Chicago (without 

~ \ Bie stand), $6.45 each. OUR QUANTITY OF ALL THESE 

‘ ee OFFICIAL " DISPLAYS IS LIMITED— AVOID DISAPPOINTMENT 8Y 
y. SLOGAN HERE ORDERING NOW, USING ABOVE CODES. 
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Canning 


Displays! . This year millions of far- 


sighted home-makers 
Whether to win a "Prize" for BEST Displays or just are wisely “Playing 


to sell MORE Bonds and encourage MORE Can- Yoh i-Mae oS Amdo lilallale Marlee 
ning, these Bishop Displays are a "MUST!" daleli Mech d:) ae elctielas 


(VJ44-5) May, 1944, “Victory Can- 
ning” 3-card Display set. Litho- 


TIGHTEN THE LID -_ graphed in several attractive colors 
ON THE AXis! it 


with the large photo-illustrations in 
black photo-gelatin process. 


(Note the tie-up on one of the posters with the great 
Knowing you musical hit Oklahoma" showing "'Can-Can Girls.’ More 


than a quarter million of Decca Record Albums have been 
CA N CA N sold and nearly 2 million sheets of music. These are a nat- 


ural—they encourage Victory Gardeners and others to Can.) 


SPECIFICATIONS: May, 1944 (VJ44-5), “Victory Canning” 
Displays—Each set includes 3 Displays—one 59''x42" and 
two displays, each one 2914''x42" in many attractive col- 
ors; all on heavy seasoned cardboard. Price, f.o.b. Chi- 
cago (without stands), $15.75 per 3-piece set. Sold only 
J ' in sets of 3 Displays—not singly. Our quantity of these 
Courtesy > a4 "Victory Canning" Displays is limited—so avoid disappoint- 
OnLAHOKA . ment by ordering NOW, by above code. 


THE TMEAT HE Cig 
a a 





Displays must have the ONE ESSEN- 
TIAL, PRIMARY AND SINGLE TEST— 
WILL THEY HELP WIN THE WAR? 


For standing 59''x42" Victory Display, (WS-44) 
These Displays will do so and it’s YOUR 4-piece white woodstrip Stand with supporting top 
‘ and bottom pieces, $1.20 each, f.o.b. Chicago. 
For standing 29%4''x42" Displays, (S-44) 4-piece 
a ae white woodstrip Stand, 80 cents each, f.o.b. Chi- 
There’s no honorable discharge for civil- Stet: Viten-sedeir agai dain 


——J 


wartime duty to make full use of them. 





| 
»st'’ Vic | py 
son #0 ians — so the “‘most we can do” is the | 
without 6<é ry . r 
ete least we can do” — it’s up to YOU to 


ENT BY 


help make the 5TH WAR LOAN and 


other war-winning activities a success. 


Sishog PUBLISHING COMPANY - 427 West Randolph Street + Ghicago, Ill. 
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—One of the Sixtieth Anniversary displays showed a woman of 1884 posed beside a model of the first Gable store. . . . Typical of the dioramas 
used to show the simultaneous growth of the store and the city is this one portraying the arrival of governors of the Northern states to pledge their 


allegiance to President Lincoln during the Civil War— 


Best Bet For... 


Anniversaries 


By HERBERT L. GREENE 
Wm. F. Gable Company, Altoona, Pa. 


—The complete anniversary promotion was based on Pennsylvania railroad tie-ins, since 75 per 
cent of Altoona's population is employed by that company. This window shows the front of an 
old locomotive bearing the portrait of the railroad's first presidont— 


When our company celebrated its “Dia- 
mond Jubilee” this year, we wanted to bring 
out the well-known fact that the growth of 
Gable’s and the growth of Altoona has been 
simultaneous. Hence we sought for a local 
tie-in—always the best bet for anniversary 
promotions. 

Incidentally, William F. Gable, founder of 
the store, was the originator of anniversary 
sales. Fifty vears ago he foresaw the great 
possibilities of anniversary celebrations and 
decided to give his customers a_ proverbial 
“birthday party” ‘on each successive anni- 
versary of his store. The idea was so suc- 
cessful that W. R. Hotchkins, then adver- 
tising manager of Gable’s, used it as an 
advertising promotion theme. Hotchkins later 
went with Wanamaker's in Philadelphia. 
From that time the idea of anniversary sales 
in department stores was copied by many 
leading retailers and it has now become a 
national institution. 

Altoona is primarily a railroad town with 
the largest railroad shops in the world. 
Seventy-five per cent of the families living 
in Altoona are dependent on these shops for 
a livelihood. It was only natural that 
Gable’s would select a railroad theme for 
the sixtieth Diamond Jubilee vear. 

After many conferences with the Pennsyl- 
vania railroad officials, the Blair County 
Historical Society, and Bliss Display Corpo 
ration, New York City, the plans were 
finally decided on and research and con- 
struction actually begun. 

The Pennsylvania railroad offered the use 
of its museum and library in Philadelphia, 
where much of the historical data and mate- 
rials were gathered. The Blair County His- 
torical Society gave its fullest cooperation 
and many items of local interest were found 
there. 

The small locomotive and freight car parts 
were turned out especially for the displays 
by the Pennsylvania railroad. These patts 
were sand blasted, lacquered and _painteé 
Local shopmen and mechanics were proud to 

[Continued on page 58] 
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Genuine Imported 
HANDWOVEN 


ex! 


Perfect for 
@ TROPICAL SETTINGS 
@ SUMMER DISPLAYS 
@PAN AMERICAN DISPLAYS 


























No. 114 (Above) —SUMMER CHARM MAT 


Tule Mat with wood frame in back. Shingle roof. 
Highly colored flower cart filled with summer blooms. 
Wording in yellow. Approximately 4 feet by 514 feet. 
Price, $15.00 Each 
No. 119 (Left) — FLORAL TULE MAT 
Mat decorated with Tropical plants, flowers and 
har ia Picture which is an authentic Mexican scer 


ramed with hand woven Mexican braid. Tule mat 
framed in back for hanging. Approximately 4 feet 
by 51% feet. 
Price, $15.00 Each 


No. 118 (Below) —COOL AS LETTUCE MAT 
Half bean basket sprayed white, trimmed with hand 
made Mexican braid and filled with natura king 
. Lettering in Chartreuse n backar y 
darker green. Tule mat background is framed in back 
for hanging. Approximately 4 feet by 514 feet. 

Price, $15.00 Each 


ett 









































Colorful 


Bring the spirit and gaiety of 
our “good neighbors" into 
your displays by building 
your windows and _ interiors 
around these attractive 


MEXICAN MATS. 


% 


Distributed by “The House of Service” 





FABRIC. CORPORATI ON. 


NEW YORK 19 — 130 WEST 46TH ST. 
CHICAGO — 6 EAST LAKE ST. 
LOS ANGELES—819 SANTEE ST. 
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ast, Effective Poster Design 


Every successful cardwriter is forever 
seeking ideas that will help his cards to tell 
their A well-known saying credited 


to Confucius in one of his apparently rare 


story. 


serious moments is, “One picture is worth a 
thousand words.” Every cardwriter is fa- 
miliar with this and tried 
illustrated cards or 1s using them now. 

The greatest drawback to cards with illus- 
trations or poster designs is the time they 
take to make. That they effective if 
properly done is not denied by anyone with 


principle has 


are 


whom I have come in contact. The time 
element is the only reason they are not 
more widely used. In other words, they are 
well worth the time—if that time is avail- 
able. Time is always scarce in the card 
shop, especially so today. 

It is definitely a mistake to turn out 
poorly illustrated cards because of lack of 
time. A poor illustration is worse than no 
illustration at all. In fact, a poorly done 
card is worse than none at all. If a be- 
jewelled, fur-coated lady is seen with an 
unkempt male, people will talk, and = the 


2 


2 r® ~< \Er ee 





Db 


By KEN McCAFFERTY 


Sears, Roebuck & Co., Long Beach, Calif. 


things they say won't be nice. Merchandise, 
like people, is judged to a great extent by 
its associates. A dirty, poorly lettered or 
wrongly laid out card, or one with an infe- 
rior illustration, can do inestimable damage 
to the sale of fine merchandise. 

The best of the illustrated cards have been 
those using masses of color, the picture in 


heroic proportions. This effect is desirable, 


as illustrations carrying detail are not 
usually as effective on showcards as_ the 
more quickly assimilated poster-types. De- 
tailed pictures require more reader time, 
which customers, it seems, can not spare. 

It is a fortunate circumstance that card 
effectiveness usually increases as detail in 
illustration decreases. The more detail 


needed, the more time required to create it. 
While poster types require less time in ac- 


—A novel chalk technique, not particularly 

well shown in the photograph but very effec- 

tive when seen on the actual cards, is de- 

scribed by McCafferty in the accompanying 
article— 





tual labor they usually require more knowl- 
edge of values and more thought be‘ore the 
work is started on the card. 

The chalk treatment shown on the accom- 
panying cards gives the desired color masses 
and is most suitable for the necessary heroic 
size poster designs. (Unfortunately, the 
photograph does not show this technique as 
clearly as it should.) When used on card- 
board or paper having a slight nap or tex- 
ture, the effect 1s greatly enhanced. It can 
be made extremely posteresque, extremely 
conservative, or stop at any of the Way- 
points in between. If this treatment required 
as much time as the average illustration it 
would still be worthwhile 
versatility and the effectiveness it lends to 
acard. 

While its greatest value lies in its effec- 
tiveness, the speed with which the chalk 
treatment is accomplished is also one of 
the great assets of this technique. Where 
the poster-type card might take 
hours, tvpe takes minutes. Using the 

[Continued on page 54] 
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The Show Windows of 
“Nar bond 


National Window Display Contest 


Every displayman in America will want to give expression to his patriotism by participating in this National Window 
Display Contest. Your aid has been requested and declared ESSENTIAL to insure the success of the huge FIFTH 
WAR LOAN. Let's draft the full power of display for this tremendous task and with our dramatic genius inspire the 
public to greater Bond purchases than ever before. The task is huge; the time is short; plan now to do your part. 





FOR 




















RULES OF CONTEST 


[ ENTRIES... All window displays are eligible if devoted 3 CLOSING DATE... The contest closes July 20, and 
to the FIFTH WAR LOAN and if installed during the offi- all photographs must be received by midnight of that day 


cial period of the drive, June 12 to July 8. ae i by the War Bond Contest Committee, care DISPLAY 
photo may be submitted, but a contestant is eligible for WORLD, Cincinnati |, Ohio. 


only one award. 


2 PHOTOS . . . Photographs must be 8 by 10 inches, 
with identification on back only, giving name of con- 
testant, name of store, complete address and dates when 
window was on view to public. All photos become the issued to the store's display manager. All decisions will 


property of the contest committee. be final. 


OFFICIAL SLOGANS AND THEMES 


There are five official slogans for the Fifth War Loan: 
|. FIGHT BY HIS SIDE 2. DO MORE THAN BEFORE 3. JOIN THE FIGHT | 
4. BUY MORE THAN BEFORE—IN THE FIFTH WAR LOAN 
5. BUY MORE THAN DOUBLE WHAT YOU DID BEFORE 


pl PRIZES . . . The contest will be judged by a distin- 
guished jury of five and the War Bond awards will be 


However, the imagination and originality of the displayman should be used freely to create dramatic and powerful 
Bond selling windows. The continuity of the display program for the duration of the drive is important and the l 
following schedule will be helpful: ¢ 


MILITARY WEEK . . . First week of drive. Concentrate the wounded; rehabilitation; reeducation; mustering out t 

on the military phase of the war, the armed forces, impor- pay; reemployment. 

tant battles, national and local war heroes, etc. p 
FLAG DAY ... June 14—Develop themes on the flag, the ; 

WOMEN AT WAR ... Second week of drive. Emphasize symbol of the American way of life. If 

the important contribution of women to the war effort: t 


Wacs, Waves, Spars and Marines, Women in Industry, etc. FATHER'S DAY... June 18—A rare opportunity to make 
HOME FRONT. .. Third week of drive. Rationing, con- % WAR BOND the preferred gift for father. 

+: : : ; : 
servation, salvage, victory gardens, inflation, war produc INDEPENDENCE DAY . . . July 4—Themes that emphasize 


tion, etc. “ie 
ee the heritage of freedom and opportunity that is Americas 
VETERANS WEEK . . . Fourth week of drive. boast. 






Care of 





Sponsored by THE NATIONAL ASSOCIATION © SI 


ENDORSED BY WAR FINANCE DIVISION OF 7 S. 


iKmerica LGA 


Wife 






‘3000 In war BOND AWARDS 
PRIZES 


What more appropriate awards in such an event than War Bonds! The total of $3,000.00 in War 
Bonds has been divided into two classes, the prizes being identical for each group and consisting of 
twelve awards. You can win one of them. 


CLASS ONE CLASS TWO 


Displays in Cities of 100,000 Population and Over Displays in Cities of Less Than 100,000 Population 
FIRST PRIZE. . . . $500.00 in War Bonds FIRST PRIZE. . . . $500.00 in War Bonds 
SECOND PRIZE . . $300.00 in War Bonds SECOND PRIZE . . $300.00 in War Bonds 
THIRD PRIZE . . . $200.00 in War Bonds THIRD PRIZE . . . $200.00 in War Bonds 
FOURTH PRIZE. . . $100.00 in War Bonds FOURTH PRIZE. . . $100.00 in War Bonds 
FIFTH TO TWELFTH . $ 50.00 in War Bonds FIFTH TO TWELFTH . $ 50.00 in War Bonds 


| JUDGES 
rfu 


the This distinguished jury of five will judge this contest and all decisions will be final: Commander Edward J. Steichen, 
United States Navy, Washington; Walter K. Nield, Vice-President, Young & Rubicam, Inc., New York City; Lew Hahn, 
General Manager, National Retail Dry Goods Association, New York City; Irma Ericsson, Advertising Manager, Shul- 
oi ton, Inc., New York City, and R. C. Kash, Editor, DISPLAY WORLD, Cincinnati. 














be 


will 


PATRIOTIC EXHIBIT . . . Plans are now being made to prepare an exhibit of all photographs entered 
in this contest for public view in cities throughout the country, after which it will become a part of 
the Treasury's archives in the history of the financing of the war. 


DATE OF DRIVE--- JUNE 12 TO JULY 8 
Quota $16,000,000,000 --- $6,000,000,000 in “E” Bonds 


OSPLAY INDUSTRIES AND DISPLAY WORLD 
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FT S. TREASURY AND WAR ADVERTISING COUNCIL 


A Call to Service 

















and a CHALLENGE to DISPLAY 


DISPLAY is now confronted with its greatest opportunity to render an urgent and needed service in the 


war effort. The War Advertising Council and the War Finance Division of the U. S. Treasury, acknowl 





edging the tremendous selling power of the country's window displays are appealing to the displaymen 
of America to come to their country's aid to insure success for the huge Fifth War Loan Bond Drive. 
This invitation, flattering as it is to display, is at the same time a challenge to prove what DISPLAY 


can do as a selling medium. In support of our confidence in display's power and the loyal patriotism of 





the country's displaymen, we announce this national bond selling window display contest with a purse of 
6022 


$3,000.00 in War Bond Awards for the best bond selling windows. We know you won't fail your pro- ff 
deat 


fession or your country in this war emergency. 


* roll 


Sheet 


SPONSORED BY THE NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
AND DISPLAY WORLD 
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ummer Walks and Garden Walls 
by TIMBERTONE 


Bring The Outdoors Into Your Windows 


BRiICK—True texture and natural colorings of this kiln- 
baked product are achieved by processing that spares 





no expense. These characteristics are retained in our 
newest two-toned summer finishes. 


STONEWALL—Not a flat painted surface, but one of 
delightful variations of tone with a depth and charm 


achieved only by the exclusive TIMBERTONE process. 


GARDEN WALK—Whether it is Flagstone, Slate or 
Fieldstone each bears a priceless look of quality. All 
are available with sanded filler lines or with genuine 
flame proof raffia joints. 





Your Victory Garden, Sports Wear, 
Back-to-School promotions and many 
other types of Spring, Summer and 
Fall merchandise are shown to best 
advantage against a background of 
TIMBERTONE stone, brick and grass 


creations. 





Timbertone Flagstone and Grass No. 501 as used 
in combination with Grass Mats by W. & J. Sloane, 
New York. , 


Victory Garden by Lord & Taylor, New York, 
uring Timbertone Brick No. 632 and Stone Walk 
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GARDEN WALK 
BROKEN SLATE WITH GRASS 


mm Aen No. 511 — (Illustrated) — ASSORTED SLATES IN 
GRAY, GREEN, TERRA COTTA & CREAM. 
= ici eia . 3’x24’ roll $16.25 


3’x8’ sheet $ 6.75 
No. 506—FIELDSTONE AND GRASS IN LIGHT 
TANS. 


No. 507—RANDOM BLOCKS AND GRASS IN 
DARK TONES. 
3’x8’ roll $15.00 








BRICK 3’x8’ sheet $ 5.25 RANDOM ASELAR STONEWALL 
60422425627. 4 532 (Lllustrated) 
rO- “Li sont Poon No. 345 — VARI-COLORED BLUE-GRAY AND 
er rne eins BROWN. 
heet $35.99 For Your Protection All No. 340 — LIGHT AND MEDIUM GRAYS. 
poagicmn $ 5. . No. 20— RUBBLE STONE WALL VARI-COL 
6037638 639 640 642 Timbertone Rolls Are Stamped— ORED (Not Illustrated). 
'WO-TONE FINISHES . yn ALL 3 WITH SANDED MORT. NTS 
7 VO-TONE FINISHES —_— einen Denial ail L 3 WITH SANDED MORTAR JOINTS 
rai $3 5.75 3’x8’ sheet $ 5.25 











bie obber in Your Visaty TIMBERTONE DECORATIVE CO., INC. new york to. N.Y. 
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Elements Of 


DISPLAY WORLD 


DISPLAY 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


SHOW CARDS, SIGNS, AND PRICE 
TICKETS. An attractive display without a 
sign to tell the price or to give some explan- 
ation of the merchandise shown would not 
be complete and therefore would lose its 
point. Through the show card the display 
speaks, calling the attention of the public to 
the strong selling features of the merchan- 
dise and giving definite information about 
it. The show card is sometimes called the 
silent salesman, for it solicits the public’s 
patronage without offensive persistence and 
urges it to buy without forcing its consent. 

It is best that the advertising department 
and the copy writer furnish the copy for 
the show cards; they are specialists in writ- 
ing copy about merchandise and are better 
suited for this type of work. 

It is interesting to note that more than 
200 executives, engaged in retail store pro- 
motion, who were interviewed agreed 100 
per cent that—with few exceptions—show 
cards are almost universally bad! I con- 
tend that our store is one of the exceptions, 
because our advertising department has been 
writing the copy for our window cards for 
years. 

Executives are. demanding more explana- 
tory copy on window cards, as well as on 
signs used on merchandise displayed in the 
store. To give you an example of what is 
meant, a sign simply saying “Dependable 
blankets at popular prices” misses the point. 
The fact that the blanket is “all wool,” or 
that a certain percentage is wool should 
definitely be mentioned. Selling points can 
and should be stressed, the size of the mer- 
chandise is very important, and the name of 
the manufacturer—if well known—should be 
included in informative copy. 

Price tags in window displays have al- 
ways been an eye-sore to the writer, but in 
recent years I have been converted. I always 
felt that it was a good idea not to put price 
tickets on merchandise displayed, because if 
a customer was attracted to an item in the 
window and was at all interested, she would 
come into the store and inquire about it. 
If the price was too much for her, a clever 
salesperson could sell her something nearer 
the price she wanted to pay. On the other 
hand, if the item in the display was priced 
and it was more than the customer could 
afford, she would probably just go on by 
without entering the store. 

However, as I mentioned above, I have 
been converted; not because I agree 100 
per cent with those who say price tickets are 
a “must” in the window, but because it has 


become a policy of our store to use price 
tags. And you will of course notice that 
most stores do use them, and there are many 
arguments why this should be so. 

Price tickets should not be too large. The 
size of the tickets should be governed by the 
merchandise with which it is going to be 
used. The rectangular-shaped ones are the 
most popular. Long, narrow tickets are used 
for men’s shoes and hats. Women’s shoe 
price tickets should be taller than they are 
wide and should be pinned into the back 
of the shoe. One of our favorite tickets is a 
diamond-shaped one with the bottom cut off 
so it can be set on the floor. This is the 
type we always use with women’s ready-to- 
wear, putting them on the floor wherever 
possible so as not to detract from the ap- 
parel. 

In showing a group of different types of 
accessories, it makes a neat display to have 
a little larger price ticket on which to item- 
ize each article; this is better than to put 
an individual ticket on each piece of mer- 
chandise. 

The use of comparative prices is sub- 
jected to much discussion, for they can be- 
come very monotonous if used continually, 
and the confidence of the buying public is 
soon lost in the store using them to ex- 
tremes. However, where no exaggeration is 
made, an appeal to the bargain instinct 
seems a practical and logical one to make. 

Featuring prices in a window without 
merchandise is often done, with signs ex- 
plaining the events. I have known of many 
large, store-wide promotions conducted by 
noted stores with large billboards filling the 
entire show window to call attention to the 
event—and with no merchandise displayed. 
Sometimes palms or other decoratives are 
used in addition to the billboards to lend 
a more intriguing atmosphere to the win- 
dow. 

Colored cardboard and colored lettering 
can often be used effectively to carry out 
the general scheme of the window, but when 
in doubt always use white cardboard with 
black lettering, or vice versa. The follow- 
ing color combinations are listed in order 
of legibility: 


1. Black on yellow. 8. White on red. 
2. Green on white. 9. White on green. 
3. Red on white. 10. White on black. 
4. Blue on white. 11. Red on yellow. 
5. White on blue. 12. Green on red. 
6. Black on white. 13. Red on green. 


7. Yellow on black. 14. Blue on red. 
The standard sizes of show cards are as 
follows: 
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Full sheets, 22 by 28 inches. 
One-half sheets, 14 by 22 inches. 
One-quarter sheets, 11 by 14 inch 
One-eighth sheets, 7 by 11 inche 
One-sixteenth sheets, 5% by 7 inc es. 


DRUG STORE DISPLAY. Most dru 
stores use mass displays in their \ indows 
This practice is contrary to the opinion 0; 
experts on the question. It is not o/ten ons 
sees a display of an unusual nature jn the 
corner drug store, and we seldom sce any. 
one shop the displays found in these wip. 
dows. It seems that in this field they are 
unable to get away from the type of dis. 


play they have used for such a long time 

I have read where W. L. Stensgaard 
Associates once tried to prove to Wal. 
green’s, I believe, that dramatized or yp. 
usually attractive displays in their shoy 
windows would cause more people to stop 
and look than their usual run of displays 
Both types were put in, side by side, ané 





display with a theme was shopped so muc} 
more than the other that there was no 
question about which had the most selling 
power. 

Drug store displays need not be trimmed 
any more heavily than department stor 
windows. People would rather “see the 
tree, not the forest.” 

It is a common practice to use crepe paper 
in drug store displays. Other materials ca 
be specially constructed, such as_ back 
grounds with niches, indirectly lighted, mad 
of inexpensive wall board that has beer 
painted with water colors. These back 
grounds can be attractively trimmed wit! 
silver moulding, which is quite inexpensivg 
material, trimmed with all sorts of meta 
tapes, many of the display papers, and thé 
like. 

DEALER DISPLAY HELPS. These ar 
handled either by the retailers themselve 
or by installation companies—the latter ot 
a national, sectional, or local basis. In 
stallation companies not only look after th 
actual placing of displays in retail store 
but also supply data to manufacturers base 
on surveys regarding display locations, in 
formation on the character of circulation 
controlled coverage within a definite tim 
limit, and make placement guarantees 35 
length of showing and store position. 1) 
installation companies receive their remu 
eration from the advertiser or manuiad 
turer, in most cases the same. 


A counter display card test made in 
certain locality showed a gain of 22 pt 
cent in sales during the week the displa 
was on the counter. Immediately after '! 
removal, sales dropped to their formel lev 

The methods used for distributing deal 
helps are divided into several classific 
tions: (1) Through installation compan 
(2) Through manufacturers’ salesmen. 
Through jobbers’ salesmen. (4) Throw 
service and checking organizations. ( i 
response to requests through direct ™4 
(6) In response to requests obtain 
through trade paper advertisements. | 
Through distribution to selected retailé! 
(8) By being enclosed in merchandise 5’ 
ments. 

In next month’s article, the concluding? 
of this series of six, we will take up sp 
displays for special events throughout " 
entire year. 


PR 











PRIL, 1944 
DISPLAY WORLD 












































oth, at- 


d is ideal for smo 
Multiple 


Plywoo 
e window displays. 


rhe 
: tractiv 
re-use iS possible. 


INC} es 
fost drug 

indows 
Opinion 7 
: oten one 
ure in the 
A see any. 
these Win. 
1 they are 
Pe of dis. 
I ng time 
sgaard ¢ 
to Wal- 
“GQ OF un- 
leir shoy 
i to stop 
displays 
side, and 
| SO much 
was no 
st selling 



















- trimmed 
ent store 
“see. the 






Cpe paper 
rials ca 
as ba \ Above: Attention-getting window at Desmond's, Los An- 
, - geles, has piywood background. At right: Vendome Shop in 
ted, madg Kaufman's, Pittsburgh, is permanent section of store; large, 
has beer adaptable plywood panels facilitate such installations, are 
se back easily redecorated. 
Plan your post-war displays aro 
ir Plywoo 


ned with 
pr go D | as 7 1 i P ly wo 0 d satile, easy-to-work Douglas F 
—s oug a \ material that might well have been made espec- 
1 1 te rl a ially t eeds of displaymen. Douglas 
y ‘ ; , 







und durable, ver 


d—the 


It’s 




























‘hese ari 

emselve 

latter o 1 1 d 1 Ss | a $ with a 

A " for b uilding p y made in large split-proof panels ou ‘ 

1 stor and screws at the edge -- > ©" be bent without 

7 breaking OF cracking --° takes any finish easily, 

ult quickly, attractively- 

weg Douglas Fir Plywood ss made in two types: both 
ideal for certain display purposes: (1). Moisture- 
resistant for indoor use; (2) Weather-proof 

arked EXT-DFPA 


eS as fi 
de trade-m 
Both come in 

















n. Th 

remun 

anutfac . 
Exterior-type— 8"? 
—for permanent outdoor use- 
various thicknesses and in convenient sizes UP 








le in 
to 4x8 feet. 
ess new ways. 


you in countl 
* * 



















22 Me 

displa 

fter | 

| leve | 
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Douglas Fir Plywood is now available only for essential wat use. 
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Douglas Fir Plywood Association 
Tacoma 2, Washington 
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...on and off the record 








—And this is Homer Seay, one of the fine old-timers of 
display, now publicity director for The Wartburg Press, 
Columbus, Ohio. We could be coy about what magazine 
he's reading, but we won't; it's DISPLAY WORLD, and two 
of those books on his desk are bound volumes of the maga- 
zine for 1942-'43. The motto on the wall reads: "Blessed is 
the man who is too busy to worry in the daytime, and too 
sleepy at night."— 


x ie * 


—Almost every branch of display is represented by this 
group at the last Detroit convention of the |. A. D. Seated, 
left to right: Larry Charrot of the New York firm of L. J. 
Charrot Company; Art Gray, Lansburgh & Brother, Wash- 
ington; Gene Ross, Bliss Display Corporation, New York 
City; Oliver Grant, who was with The May Company, Balfti- 
more; Joseph Bronsing, Goldsmith's, Memphis; E. W. Quen- 
sell; on the floor; Tra Chambers, then with Ivey's, Charlotte, 
N. C. . . . Standing, C. B. Smith, at that time with Nat 
Siegel, New York City; W. L. Wardrip, then with Hahn's, 
Washington; Nat Siegel of the New York firm of that name. 
. . . Photographer, Lou Banks, formerly with Hecht's, Wash- 
ington, and now a lieutenant in the navy— 


xt to 


e . 
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DARLING'S 
Fighting 
Figurettes 


WAR BOND 
WINDOWS 


Darling's impressive memorial figurettes represent every branch 
of our Fighting Service and the Home Front. You will need them 
in planning your 5th War Bond Drive windows and will display 
them throughout your store for the duration of the war. Expertly 
sculptured with unusual detail and authentically decorated in full 
color. Figures stand 24" high. Use the coupon below for fast 
delivery. 


78:9 EACH ee _ SET OF NINE °78°° 


L. A. DARLING CO., BRONSON, MICHIGAN 


PLEASE SHIP THE FOLLOWING, AS QUICKLY AS CONDITIONS 
PERMIT, THROUGH THE NEAREST DARLING DISTRIBUTOR 


Slay Club ch < : L 

rz‘ 51 DA No. N339 No. N336 No. N335 
“s end 

— No. N338 No. N333 No. N34 
ISplay 


‘ he The Name To Think Of FIRST In Display  : No. N340 No. N334 No. N337 


Check here if complete set is desired 
MAIL YOUR ORDER TODAY =_»> | NAME 
ADDRESS 
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INCE I suspect that it has only recently 
occurred to the display trade to con- 
sider television as a new and genuinely 

challenging outlet for its wares and skills, 
the ideas that follow may prove, intriguing. 

In my work as sight effects director for 
Columbia Broadcasting System television I 
have had frequently to seek special devices 
and materials to support the presentation 
of some particular visual program idea we 
were working on. My background in mo- 
tion pictures and theatrical enterprises nat- 
urally prompted me to look for many of the 
things I needed in shops and services de- 
voted to those media. But because I was not 
always able to secure the item being sought 
(usually special props or materials) I began 
shopping around in other bailiwicks. I 
might have spent a lot more time at it 
except for the accidental discovery of a 
copy of DISPLAY WORLD at the New 
York World’s Fair. From that time for- 
ward I can date many of the ideas that I 
employed in our work with sight effects and 
backgrounds that form the basis of this 
article. 

I can sum up what I want to say to you 
in three words, “Don’t Overlook Television.” 
3ecause, as I see it, that industry not only 
needs displaymen to do presentations of a 
type closely related to those in use today, 
but will be obliged to develop a type of 
display designer whose skill and ingenuity 
will be on trial in television show windows 
all over the nation. 

For, in my opinion, television will one day 
bring the Fifth avenue window to one out 
of every ten American homes. Right now, 
while a television advertising technique is 
still evolving, the displayman may not find 
fullest expression for all his skills; but I 
think I can show you, through a story or 
two, why I know there is work of excep- 
tional promise in this medium. 

In the preparation of backgrounds for 
a number of “exercises” that were con- 
ducted at CBS while experimenting with 
both black and white and color televis- 
ion, we discovered that materials avail- 
able did not have the texture or the plas- 
ticity that the camera seemed to require to 
set-off the objects displayed to best advan- 
tage. With our limited budget it was not 
feasible to try. all the things that were 
suggested as background materials in every 
color and composition. In other words, to 
get together a series of backgrounds of 
twenty different colors in various types of 
cloth, paper, cardboard, wood, and what- 
have-you, in fairly large pieces, seemed a 
pretty formidable job both from a time and 
a cost standpoint. And it was—till I dis- 
covered DISPLAY WORLD and the prod- 
ucts used in display. Sut the important 
thing to you, I think, is that I discovered 
methods and ideas as well as materials— 
frequently inseparable. 

All our work was simplified after I found, 
for instance, a staple gun; we could supply 
backgrounds 12 feet high and 50 feet long 
in half an hour with that stapler and a roll 
of one of the display papers. 

Let me point out right here that one of 
television’s biggest headaches is preparation 
time—both for participants and for those be- 
hind the scenes. Economically it just isn’t 
feasible to spend the same amount of time 
to set up the props and background for, 
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... And TELEVISION) 


By JAMES LEAMAN 
Television Program Department, Columbia Broadcasting System 


New York City 


—Leaman's experience enables him to write with authority on this subject. 
It includes three year as director of sight effects for the Television Program 
Department of CBS, two years as technical director for Transfilm, Inc., 
consultant to Telecast Productions, inc., and ten years prior experience in 
theatrical, motion picture, and radio production— 


let’s say, a fifteen-minute television program 
that it might require for you to line up and 
complete even a simple window. And I put 
it that way because I think that’s one of the 
more immediate problems of the television 
displayman. I can see him with stapler in 
hand preparing to alter a set-up for a tele- 
vision commercial in little more time than 
it takes to swing a camera around to a new 
position to photograph this product from a 
different agle. (That stapler will have to 
be a lot quieter than the one I have, how- 
ever.) 

Whatever direction television takes in its 
presentation of commercials it can not get 
away from the fact that it is showing pic- 
tures. And these pictures will be of mer- 
chandise. And it will be actual merchan- 
dise being worn, handled, eaten, smoked, 
or used in motion, for the most part. 

Since the displayman has always been 
concerned with actual merchandise he will 
not, I am sure, find it disconcerting to think 
up ways to use all these familiar articles to 
adapt them to the needs of this different type 
of show window. One of the challenges I 
foresee in this whole question of merchan- 
dise is motion. Television is not static and 
naturally will display these commercial 
wares in action wherever possible since the 
medium does lend itself to the delineation 
of actual use. But whatever the merchan- 
dise, the setting, the background, the props 
and materials seem to be the particular 
province of the display designer. 

One inevitably comes back to the eco- 
nomic factor. Materials and methods used 
by the display field reflect the need for 
variety without great expense; plasticity 
without costly bulk, and speed with safety 
to merchandise and operator. I draw my 
parallel between the display field and tele- 
vision because of the need I see for these 
same factors of variety, plasticity and speed 
in the preparation of television “commer- 
cials.”. We can safely assume that tele- 
vision will, before long, have many of the 
aspects of present-day radio. Entertainment 
and service programs will have some of the 
same sponsors and exalt the merits of some 
of the same products as do the radio pro- 
grams of today. While we can not be 
sure, we can stick our neck out and assume 
that television commercials will occur with 


much the same frequency that they do in 
radio today. 
There’s where I see most clearly the fune- 
tion of the display designer. 
Television will have to employ any means 
it can devise to achieve the visual variety 
that is sure to be expected of it. If it fails 
to meet this challenge, it may actually be 
often less entertaining than radio, which 
allows the listener’s imagination to supply 
details of locale and costume with the aid 
of sound effects and dramatic delineation. ae 
And since television is instantaneous an ~ 
immediate the need would seem to be for % 
a system of backgrounds and decor that can ; 
be rapidly and completely altered, perhaps 
even during a “station break.” Here, | 
thump hard for one of my own long-stan- | 
ing convictions, which is that no part of the 
scene or background should have a chance 
to take attention away from the participants 
or featured objects. The repetition of back- 
grounds or setups through a series of pro 
grams would eventually impinge on the 
viewer's consciousness to the certain dett- 
ment of the program and participants. And 
it has happened and still happens. today. 
Lay viewers have, in my presence, groaned | 
audibly when confronted with a repetiti : 
of “those same old drapes.” | 
So you see why, in seeking a solution \) 
this problem I have turned to the display 
field. For here is a medium which provides 
fresh scenic treatment and decor to ¢& 
hance the attractiveness of inanimate me 
chandise. 
The merchandise that display seeks to sel 
is in many ways analogous to the visual 
fare that television will display, thow 
lacking in life and motion. | 
The, displayman’s studio, the store wind W 
—like the television studio—has deft! 
limitations of size and shape. But wil 
these limitations displaymen have succe» 
fully created “places” so skillfully that ™ 
size and shape of the windows, howe® 
unchanging, are seldom apparent to ™% 
shopper or passerby. 
Furthermore, the displayman has not on 
to effect a satisfying and eye-catching ® 
play for some current feature, Dut 10° ™ 
numerable features every week in the * 
He does this partly by relying on 
[Continued on page 66 
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Fantastic Use of Mirrors Captivates New York 








Patents in five countries—Eighteen United States and Canadian patent claims. 







































USHERING IN AN ENTIRELY 


New Window Display Technique 


Lord and Taylor used their entire Fifth Avenue series of windows to give the World's Premiere Presentation of 


Frederic Shipman's patented discovery of "THE NEW USE OF MIRRORS.” 


In each of the above windows only one mannequin was used, but the passer-by saw eight figures, all different 
views or dimensions, some apparently fifteen to twenty feet back in the store. A positive traffic stopper. Really 
a sensational display development. Enthusiastically acclaimed by the foremost display authorities. 


An eight-foot window can be amplified into a twenty-five-foot area, apparently extending back into the store 
and on either side. In preparation—Amazing effects for Christmas windows, made possible only by the "NEW 


USE OF MIRRORS." 
AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE IN EACH CITY 


Franchises already negotiated with the following stores: 
Lord & Taylor, New York J. N. Adam & Co., Buffalo 
Frederick Loeser & Co., Brooklyn The Higbee Co., Cleveland 
Carson Pirie Scott & Co., Chicago Scruggs-Vandervoort-Barney, Inc., St. Louis 
Jordan Marsh Company, Boston L. Strauss & Co., Inc., Indianapolis 
John Shillito Co., Cincinnati Gimbel Bros., Pittsburgh 


SENSATIONAL EFFECTS FOR CHRISTMAS DISPLAYS 


YOU MUST Three amazing and dramatic ideas for Christmas Displays, possible only by ‘THE 
NEW USE OF MIRRORS," can make your store the talk of the town. Arrange 


ACT NOW! at once to get the franchise for your store. 


For terms write at once to 


FREDERIC SHIPMAN 


HOTEL BRISTOL, 135 WEST 48th STREET NEW YORK CITY 19 



























SALES PROMOTION CLINIC 
[Continued from page 20] 


bargain for merchandise in their own minds. 

“It seems to me that it is so obvious that 
we can simply list the very elementary 
way the science (if there be any) and the 
techniques of self-selection that have been 
used, that are being used, and that may be 
used in the future. 

“Classification — Complete assortments of 
color, size, style and price. Arrangement: 
In the order of ‘who wears it or who uses 
it’ rather than by ‘who buys it.’ I refer to 
the consumer, and not to the. store buyer 
of ‘who buys it.’ Displayed so that it is 
attractive, inviting and sales appealing. 
Signed with informative copy. Labeled 
where possible for customer information as 
to why it is a good purchase and how to 
care for the item. Priced cleariy and under- 
standably, the price close to the item. Main- 
tained by keeping bins or space location 
filled, and every item of merchandise and 
signs spotlessly clean. Policy stated so that 
the explanation to the customer about the 
fact that it is self-selection, where to pay 
for the item, the wrapping location and gen- 
eral direction—being stated by the use of 
cards, posters and signs at the point-of-sale. 

“Please note that after we have done these 
simple fundamentals to a self-selective job 
we discover that it is only what we have 
always should have done. We 
suddenly realize that if we had done all of 
these things we would have kept our cus- 
tomers more satisfied and the sales people 
would have been more helpful. 

“The customer would have had the privi- 
lege of bargaining in his or her own mind 
and the sales person would have had more 
time to keep up the assortment of items. 
Both would have profited by the very fact 
that the information on the card and label 
and price ticket would have told the com- 
plete, honest, consistent sales story. 

“There are other factors also, such as (1) 
Less theft because the sales person has more 
time to watch people. (2) Psychologically 
it has a tendency to make people more hon- 
est. (3) mistakes with one or two 
cashiers than with many. (4) More time for 
upkeep. (5) Prices will be more carefully 
checked. (6) misstatements about 
quality. (7) Faster customer service. (8) 
Increased sales because of all of the fore- 
going seven points. 

“We could go on and on for the rest of the 
day, or for the rest of the week for that 
matter, on this self-selection subject (and 
we should somehow soon discuss it more). 
It has its good points and its bad points. 
It is a prevalent, working, selling force and 
great stores, big stores, small stores, inde- 
pendent stores, chain stores, all kinds of 
stores can use and will use, in my opinion, 
as much of the self-selection idea as is 
consistent with the merchandise distribution 
and in the selling of more and more mer- 
chandise to more and satisfied cus- 
tomers.” 

Hunvald: “We pay our salespeople a com- 
mission. How would you handle something 
like that under self-selection ?” 

Haecker: “What difference does it make 
whether the girl makes the sale or self- 
selection makes it? The department gets the 
credit. The girl will get more money be- 


done, or 


Less 


Less 


more 
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cause she will have more time for the 
purely mechanical work of the department. 
Self-selection doesn’t necessarily mean fewer 
salespeople in your store, incidentally; it 
means that the people in the department 
have time to do the fundamental things con- 
nected with merchandising. There should 
be a departmental bonus, spread among the 
personnel of the department, where the situ- 
ation you mention exists. 

Albert Bliss: “Has anyone here taken a 
department and experimented with it to see 
what self-selection really means?” 

John C. Nichols, Ernst Kern & Co., De- 
troit: “We have done so with two such de- 
partments, one for luggage and the other 
for junior misses’ wear. In the first, purely 
self-selection, we found that by having this 
entire department serve as a display we now 
require only a cashier and a wrapper as per- 
sonnel; formerly the department required 
six salespeople. It is now doing 400 per 
cent more business than was the case prior 
to remodeling on self-selection lines. The 
stock is kept off the selling floor, and the 
entire department is treated as one big dis- 
play. ...In the Junior Miss Shop we used 
the same simple principle—placing a display 
to draw the customer into the department 
and then letting the department become the 
display once she is inside. The shop has 
practically tripled business since this method 
was installed. About 50 per cent of that 
business is done through displaying the mer- 
chandise so the shopper can make up her 
mind easily.” 

Marimon: “In spite of all that has been 
said for self-selection, can any of you name 
a single cafeteria which can get $5 for a 
self-served meal? But there are many res- 
taurants which make a point of service, and 
they are the one that can get premium 
prices for their meals. Thousands of people 
want to be served and are willing to pay 
for that service. It seems to me that the 
question of self-selection depends on the 
type of business you are after. If you want 
the middle and upper type of business, self- 
selection should be kept to a minimum be- 
cause these people want service.” 

Haecker: “I would like to repeat my first 
statement: that a store’s use of self-selec- 
tion is essentially a matter of degree. We 
shouldn't forget that even though we have 
an upper, middle and lower type of busi- 
ness, there is not much gradation in the 
thinking of people, and I repeat that people 
like to examine the merchandise, feel it, and 
bargain with themselves in their own 
minds.” 

From the floor: “Has the average sale 
lessened in these departments where self- 
selection is fully established?” 

Haecker: “Yes.” (Not enough time re- 
mained in the morning session to amplify 
this statement.) 

During the afternoon the program was 
conducted by J. Roger Fisher, publicity di- 
rector, Joseph Horne Company, Pittsburgh. 
The following were also on the platform: 
Findley Williams, art director, Sears, Roe- 
buck & Co., Chicago; John H. Dubuisson, 
display manager, Cain-Sloan Company, 
Nashville, and Jerome S. Weill, publicity 
director, E. W Edwards Company, Syra- 
cuse. 

In his opening comments, 
“Display is my right hand. 


Fisher said: 
It is a definite 
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part of any sales promotion program. That 
right hand is there to be used. If it is cy 
off due to a lack of confidence in the one 
who will use it—if it is not supported by g 
budget by which it may operate to best ad. 


vantage—its effectiveness is nil. 

“Just why the display managers ire not 
members of the Sales Promotion | division 
of the NRDGA is more than I can say. Dis. 
playmen should realize that they are acty. 
ally displaymen — not window trimmers. 
They must appreciate their responsibilities 
realize what stores expect of them, be mer. 
chants and know what is going on inside 
the store. And you will never know that 
if you stay in the display department al 
of the time. Spend more and more time 
with the people who contact the customers 
And when the question of budgets comes up 
go to bat with proof of what your depart- 
ment is accomplishing.” 

Findley Williams was introduced and 
said: “This is the first time the NRDGA has 
incorporated a display group in its ses- 
sions, and it was done because the NRDGA 
recognizes display’s importance. I had 
hoped that this meeting would bring out a 
clearer idea of the viewpoints of advertis- 
ing men, sales promotion men, and display- 
men. So far I haven't learned anything 
along that line. 

“These three groups must not fight each 
other, but must work together under one 
‘high command.’ We have had a fine oppor- 
tunity at this meeting to show the sales pro- 
motion men that displaymen are executives 
trained in selling through dramatic preser- 
tation. Display is part of the mechanics oj 
sales promotion. To be most successful 
the advertising manager, the sales promo- 
tion manager, and the display manager must 
get together in the store on equal term; 
We must work on the basis of a coordi- 
nated plan.” 

From the floor: “I have talked with 3 
lot of sales promotion people and do not 
know a single one of them who considers 
the display department as merely a tool. An 
sales promotion manager understands dis- 
play’s value and knows that display must be 
given as much attention as any other form = 
of advertising. I think that any store oper 
ating with sense keeps this arrangement. | 
would like to make a plea that advertising 
people, sales promotion people, and display 
people look at things not from individuals: 
tic viewpoints, but rather as three parts 
a whole.” 

Fisher: “But this situation does not exis! 
in all stores, otherwise I wouldn't hear s 
many stories of display departments bei 
kicked around.” 

From the floor: “Don’t you think it 1s é 
question of individual ability and_perso™ 
ality? In some stores the sales promot! 
manager is kicked around, also the adve" 
tising man. Now in our store our displ 
manager sits in on all planning. He has 
enough personality and ability so that 
recognize his importance.” 

Albert Bliss: “More definite informatio 
on display’s ability is needed. We need 
search. Could the NRDGA encourage s““ 
laboratory experimentation? If the mem 
would just write in their questions on 
play it would be a big help. I'd like to 
an actual research program on display ©" 

[Continued on page 60] 
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“This idea 


o said the artist T. C. Boyd in 
1848, when he finished the 
first illustration ever drawn for 
Clement Moore’s famous poem, 
“THE NIGHT BEFORE 
CHRISTMAS” ... The discovery 
that Santa Claus was truly Amer- 
ican, and not German, intrigued 
Albert Bliss. ... Where, he asked, 
do all our Christmas Customs 
come from? Why do we send 
greeting cards? Why the Christ- 
mas stocking? Why mistletoe and 
not gardenias? Why ornaments; 
in fact, why the Christmas tree? 
Why sing carols? Why “open 


of Santa Claus is likely to catch on.” 


house” and why give presents? 
. .. Several years of library and 
museum research . . . exploring 
authentic documents, culminated 
in a wondrous series of displays 
(museum miniatures) depicting 
the fascinating origins of Amer- 
ica’s cherished Yuletide Lore. 
Everyone, from eight to eighty, 
will remember these almost living 
dioramas for a long time. Schools, 
churches, the radio and press 
have vigorously endorsed the 
“Origins of Christmas Customs” 
because they are _ particularly 
fitting now, when our Ameri- 


can Traditions are in jeopardy. 
Months of craftsmanship are 
needed to perfect these scenes, 
with figures, costumes, architec- 
ture, and props in authentic detail. 
You can secure this promotion for 
your store, if you PLAN NOW. 


BLISS DISPLAY 


CORPORATION 
460 West 34th St., N. Y. C. 
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J.A.D. News... 








Convinced that there is a definite demand 
for an International Association of Display 
membership meeting, plans are in the mak- 
ing for an Educational Conference to be 
held in Chicago on the exact days of the 
National Association of Display Industries 
Display Market week, June 21, 22 and 23. 

While this is not going to be a joint 
meeting of the I. A. D. and the N. A. D. L, 
complete harmony and cooperation will be 
the keynote at both meetings. 

The sixteen I. A. D. officers and directors 
who unanimously endorsed this Educational 
Conference are united in purpose and with 
a clear understanding have set up a tenta- 
tive program that promises to put the 
I. A. D. on a progressive footing, equal to 
the many other organizations covering the 
display industry. 

The past is prologue. We = shall look 
ahead with full confidence—forward to the 
future—on to a bigger and better I. A. D. 

The task of setting up this Educational 
Conference has been assigned to board 
members Jack Pollari, Madigan’s, Chicago, 
as chairman; Frank Whitelam, Fyfe’s, De- 
troit, and Dave Estes, Bond’s, St. Louis. If 
past performance of these men means any- 
thing, you can look forward to attending a 
very fine meeting. 

This meeting will be the first of its kind. 
When I state first of its kind, I mean that 
it will be the first one the I. A. D. is con- 
ducting on its own—no outside sponsors— 
no outside assistance and no outside capi- 
tal; a tremendous job, but a job worth try- 
ing; a truly self-planned meeting designed 
to meet the membership needs in its en- 
tirety. And it might be mentioned that let- 
ters from officers, directors and members 
are increasing in numbers at this office 
each and every one expressing deep elation 
over the fact that the I. A. D. is staging 
its own meeting. For the first time in years 
officers and directors are busy correspond- 
ing with each other, suggesting ideas and 
offering their support to the limit. 

A touch of friendliness and real sports- 
manship is revealed in almost every letter, 
and if put in the form of a resolution would 
read, “We, the officers and directors of the 
International Association of Display, in 
staging our own Educational Conference, do 
so without fear, without malice and hold 
no bitterness against any organization, per- 
son or persons—and in so doing, we hope to 
prove to the world, that the International 
Association of Display has a place in the 
scheme of things, and wishes to continue as 
an organization. With fairness and a will- 
ingness to cooperate for the good of the 
industry at large, we offer our hand in 
friendship.” 

This is the spirit that prevails throughout 
the official staff of the I. A. D. With this 
kind of renewed spirit, there’s all the reason 
to believe that a successful meeting will be 
held. With the task of making arrange- 





ments in the capable hands of Jack Pollari, 
ACTION is being spelled in capital letters. 
We hope to have more information for you 
to read in the next issue of DISPLAY 
WORLD. 

(Editor's note: The following letter has 
been mailed by Pollari to officers and board 
members of the I. A. D.): 

“Four hundred and fifty rooms have been 
reserved at the Morrison hotel for this 
event. Incidentally, this is the only avail- 
able space left in Chicago for that particu- 
lar week because of the national G. O. P. 
convention. Additional space for the Photo 
Contest Registry, Clinic Hall, and election 
meetings can be obtained through Miss 
Kay, convention director at the Morrison. 

“A cocktail party for the guests has al- 
ready been arranged for Friday night, June 
23. 

“Thursday night, June 22, has been left 
open for the open panel meeting, or clinic, 

“Wednesday night is still pending for on- 
other possible fun fest to be contributed by 
Market week members. 

“Tt has been further suggested that the 
Chicago Display Club, under the able direc- 
tion of our president, John Courtney, spon- 
sor the clinic and make it a double-barreled 
affair. Courtney has been informed of this 
and will gladly lend his support.” 





Dave Estes, one of our board members 
and president of the St. Louis Display 
Guild, writes that he is definitely in favor 
of an I. A. D. meeting to be held on the 
same dates as that of the N. A. D. I. Dis- 
play Market week in Chicago. He also 
makes known that he is working on a com- 
prehensive displaymen’s service plan that 
will add much prestige to the I. A. D. and 
every displady and displayman throughout 
the nation. Just as soon as the details are 
completed, I shall ask DISPLAY WORLD 
to assist us in publicizing it. It has all the 
earmarks of a constructive idea. 

Director Richard Staines, Vandever’s, 
Tulsa, who is always standing guard for 
the I. A. D., enthusiastically writes in of 
his approval of the I. A. D. going it alone, 
and with his interesting letter comes several 
good ideas that will be offered at the meet- 
ing. Robert J. Findlay of the Southern 
Display Association, and also a board mem- 
ber of the I. A. D., sends along his ap- 
proval of this meeting, together with a very 
well thought out plan for financing the 
I. A. D. This plan, after a very careful 
study, will be presented to the board meet- 
ing in June. Findlay also’ offers his full 
support, and says he’s ready for his call to 
duty. We thank’ Findlay very much for 
his loyalty and sincere interest. He will be 
given a job to do. 

Directors Frank Whitelam, who will al- 
ways be remembered for his fine work at 
the Detroit convention, is heart and soul 
behind this movement. Every effort is going 


Publicity Director 





to be made on his part to have a good :ep- 
resentation from Detroit. 

Other board members, Gene Turner, At- 
lanta; L. L. Wilkins, Birmingham; Everett 
Quintrell, Dayton; Harold Kneeland, St. 
Paul; Joseph Bronsing, Memphis, and 
Lothar Dittmar, Akron, have all wired or 
written this office definitely agreeing to the 
I. A. D. staging its own conference. 


The St. Louis Display Guild mailed in a 
handsome check for $270 covering the mem- 
bership dues for fifty-four displaymen. This 
is support in any language. Hats off to 
Dave Estes and the boys, and be it remem- 
bered that we only wish there were more 
clubs like this one. 


President Ray W. Parks, Manchester, 
N. H., has appointed the following nominat- 
ing committee for the 1944 election to be 
held in June: Chairman, George W. Wester- 
man, Commonwealth & Southern Corpora- 
tion, Jackson, Mich.; John T. Chord, Mont- 
gomery Ward & Co., Chicago; Carl V. 
Haecker, W. T. Grant Company, New York 
City; William Arinow, Shillito’s, Cincinnati, 
and Clement Kieffer, Jr., The Kleinhans 
Company, Buffalo. Parks has also an- 
nounced that he is not a candidate for re- 
election to the presidency. 

It is understood that the nominating com- 
mittee has been asked to name two candi- 
dates for each office. 


Joseph B. McCann, Joseph Apolinsky, 
Frank Whitelam, Everett Quintrell and the 
writer attended the Cincinnati Sales Pro- 
motion Division Clinic of the National Re- 
tail Dry Goods Association early this month 
as individuals, and not representing the 
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In the December issue of DISPLAY 
WORLD, a full page ad by the N. A. D. 1 
comes back to my memory. The caption 
read: “An Industry’s Guiding Light.” It 
was a dramatic message that forcibly gave 
credit to the fact that the N. A. D. I. def- 
nitely recognizes the displaymen’s impor- 
tance in the field of retailing, plus the im- 
portance displaymen play in the manufac- 
turers’ display equipment field. In part, the 
first paragraph of the ad read: “To help 
displaymen with their daily problems, this 
group of display manufacturers have put 
aside their individual competitive interests, 
and are banded together with the thought 
that what serves the interests of the display. 
serves the best interest of all. This is the 
guiding light to progressive merchandise 
presentation. In the peace to come, displays 
will again play a leading role in recom 
struction and readjustment, and in the 
building of business and sales.” 

Displaymen and fellow members of the 
I. A. D., here is an ad that strong] empha- 
sizes the true value of display, and to the 

[Continued on page 67] 
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Shulton Launches tls lh Annudl Old Spice 
Sather Day Window Contest 


Shousands of Dollars trnHar Bond Prizes 
for 26 Winner. Prizes for Cvery Window Pholograprh. 


P aA year, this promotion takes on added importance not only 
asa record - breaking selling event, but as a builder of prestige and dood - will that carries on lond 
after Father's Day. It is particularly signifieant this year because consumer - purchasing — guided 
more than ever by trusted brand names —turns naturally to Old Spice. The Shulton Allocation 
Policy assures all Shulton retailers an equitable distribution. A powerful advertising campaign 
distinguished by full color, large-space advertisements maintains the leadership position of the 
Old Spice brand and gives prestige to the retailers who feature it. The Shulton braneh which serves 


you will supply free display material, newspaper mats and leaflets for Father's Day Promotion. 


SHULTON, INC. + SALES OFFICE: ROCKEFELLER CENTER - NEW YORK 20, N.Y. 
Hlome Office: Hlohboken, N i * Sales Offices in Boston, Chicago, Dallas, Denver and Los Lage les 
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OUR PLATFORM 


1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 





6. Absolute Independence of Our Editorial 
Columns. 
APRIL, 1944 No. 4 


VOL. XLIV 








Display Section For The NRDGA 
—A Friendly, Sensible Proposal 


In the past it has been no novel 
rence to hear a displayman say: “The ad- 
vertising men and sales promotion men want 
to keep display subordinated; they don’t 
want display and displaymen even thought 
of as comparable to their part in retail ad- 


occur- 


vertising.” 

And the chances are that the same dis- 
playman would go on to say: “Of course, it 
isn't like that in our store: I sit in on all 
promotion planning just as the others do, 
and display, advertising and sales promo- 
tion are all regarded as of equal importance. 
But it isn’t like that in other stores.” 

To those doubting displaymen came evi- 
dence last week that more stores than they 
had suspected place display right beside the 
other two phases of promotion and assign it 
equal importance in the retail picture. At 
the same time, sales promotion and adver- 
tising men made it clear that they are will- 
ing to extend the hand of fellowship and 
include display in the ranks of their long- 
established professional organization. 

All this came about during the meeting of 
the Sales Promotion Division of the Na- 
tional Retail Dry Goods Association in Cin- 
cinnati early this month. At that time these 
sales promotion men recommended that a 
display section of the division be estab- 
lished, as explained in detail elsewhere in 
this issue. It was pointed out repeatedly 
that the three factors in retail promotion 
are three parts in a single machine—that 
there should be mutual appreciation of the 
importance of each—that each is equally 


necessary, 





At the same time it was made clear that 
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displaymen must stand on their own feet 
and do their own fighting for what they 
want, and that is as it should be. Not being 
privileged characters, displaymen can not 
expect advertising and sales promotion men 
to go to bat for them any more than if the 
positions were reversed. 

The important thing to note about this 
action on the part of those attending the 
Sales Promotion Division-meeting is that 
the recommendation was originated and put 
through by the advertising and sales promo- 
tion men, and hence represents a most strik- 
ing acceptance of display on an equal pro- 
fessional basis. It was not a case of display- 
men petitioning the others for admittance 
into their ranks. Rather, it was a case of 
these same advertising and promotion exec- 
utives seeking the logical union of these 
three factors in an organization designed 
to add to the ability and stature of each, 
and on a basis of complete equality. It 
was a very friendly, very sensible action and 
should be regarded as such. 

There will be displaymen—probably the 
same ones who have long had the theory 
that there is more or less of an unspoken 
conspiracy to relegate display to an incon- 
spicuous role in the scheme of things—who 
will say that if the NRDGA headquarters 
approves the recommendation and establish- 
es a display section, display will be sub- 
ordinated to advertising and sales promo- 
tion. There is only one thing that would 
make this a possibility; that is, if display- 
men are content to stand aside while more 
progressive individuals step forward to do 
what should be done. It seems an opportune 
time to comment here that in the past there 
has been too much of sitting on the side- 
lines and bewailing display’s hard lot, while 
others were out on the field plugging away 
at improving their own. 

This establishment of a display section of 
the NRDGA, if it goes through, should be 
a challenge and a spur and an inspiration 
to every displayman who wants his profes- 
sion to get ahead. 





Display's Help Is Essential 
For The Fifth Bond Drive 

Representatives of the U. S. Treasury De- 
partment have asked the coordinated help of 
all displaymen in putting over the Fifth 
War Loan drive, which begins June 12 and 
ends July 8. They say quite plainly that 
such help is essential to the success of the 
campaign; they also say that while many 
individual stores have done a fine display 
job for the war effort, the national display 
picture for recent War Loans has been a 
disappointing one. 

Some two weeks ago these Treasury rep- 
resentatives approached DISPLAY WORLD 
to see if something could be worked out to 
stimulate the use of display in the forth- 
coming drive, and so it is that on pages 33, 
34, 35 and 36 of this issue you will find 
details of a national window display contest 
sponsored by the National Association of 
Display Industries and DISPLAY WORLD, 
with $3,000 in War Bonds being offered for 
the best displays backing the campaign. 

There are no obligations incurred by en- 
tering the contest. The whole purpose of 
the event is to get just as many displays as 
possible behind the drive. 
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We suggest that displaymen in each com 
munity go all-out to see that local stores 
back the effort with everything they've got: 
that meetings of local displaymen be held 
to get organized for the event; that indi- 
vidual displaymen try to get their stores to 
use one or two or five more windows than 
for past drives—in many cases store adver- 
tising departments will use less War Bond 
newspaper linage than formerly, due to the 
newsprint shortage, and this decrease in 
newspaper backing can be made up for by 
additional displays. 

The fact that the Treasury has come to 
display for this support is still another in- 
stance of recognition for this field — and 
such examples have been coming more and 
more frequently of late. The way in which 
members of the NADI gladly underwrote 
the contest is a tribute to their fine public 
spirit and their ability to work rapidly and 
cooperatively for anything that benefits the 
war effort, display, or displaymen. 

It remains now for displaymen to back 
this next War Bond drive to the utmost— 
since the opportunity is likewise a chal- 
lenge. 





Mexican Mat Panels 
By Select Flower 

Through an oversight the Maharam Fab- 
ric Corporation advertisement on page 31 
of this issue neglects to mention that the 
Mexican mat panels pictured are made by 
Select Flower & Display Company, 129 West 
24th street, New York 11, and distributed 
by Maharam. 
Some Displays Serve 
Twice At O'Neill's 


Double-duty for some window displays is 
the rule of O’Neill’s, Baltimore; a large dis- 
play case has been constructed near the 
entrance to the rest room and selected dis- 
plays are placed on view in this location 
just as they originally appeared in the dis- 
play window. Don Hurley is display man- 
ager. 





General Exhibits 


In New Location 

General Exhibits, designer and manufac- 
turer of sales promotion displays and in- 
dustrial exhibits, will be located henceforth 
at 1226 Race street, Philadelphia. 





Treasury Announces 
Fifth Drive Slogans 


The official slogans for the Fifth War 
Loan drive which begins June 12 and con- 
tinues through July 8 have been announced 
by the U. S. Treasury Department as fol- 
lows: (1) Fight by his side. (2) Do more 
than before. (3) Join the fight. (4) Buy 
more than before—in the Fifth War Loan. 
(5) Buy more than double what you did be- 
fore. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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To every outstanding display jobber throughout the 
United States and Canada, the name ARROW is 
synonymous with quality and dependability . . . a 
steadfast source of fine display materials. In these 
critical times our abilities and facilities have been 
tested and proven. Under the circumstances we've 
not only done our best .. . we've turned out the best 
line in our history! 


ARROW scours the markets, in new and old fields, 
for materials non-essential to the war effort. A staff 
of expert display craftsmen . . . with all of the "know 
how'' of men in the business for more than a quarter- 
of-a-century . . . makes these non-essentials do... 
beautifully! Witness the fact that ARROW displays 
and fixtures are used and endorsed by most of Amer- 
ica's finest stores today . . . as they will be tomorrow. 


For, we promise you this, we... here at ARROW... 
will do our best so that you ... whom we serve . 
can, in turn, do your best, too. 


THESE "ARROW" PRODUCTS ARE 


SOLD THROUGH AUTHORIZED JOBBERS 


(WRITE FOR THE NAME OF THE ARROW 
DISPLAY JOBBER NEAREST TO YOU) 


FREE CATALOGUES AVAILABLE 
i BTR SR SISESI ESI MEPIAWS BERIAES 


=> znd FACIL FAB STREAMERS 


PSLAMOUR PANS LSTTES 


= and SEAMLESS PAPER STREAMERS 


‘Otitons SUE BIT ssa 


S- DEEP Nap 
-LusTROU 
nick 


ANELOZRAY = PEAMA-TIES 
) ‘ f . ' 
ARROW Aer ecricceca Oe 


37 NORTH SEVENTH ST. PHILADELPHIA 6, PA. 





JOBBERS--A Few Choice Territories Still Available. Write stating territory covered. 
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—This is a special setting for use on 
top of a counter or table for a more 
dramatic presentation of the Baby 
week theme. There are three curved 
top sections; the center one has 
shelves to carry and display boxed 
items, the others are equipped with 
curtain poles from which to hang 
baby garments— 


































































—A new treatment for a = — 
department or section at- 
tracts customers, and also 
stimulates the sales peo- | 
ple in that part of the 
store. The design shown | 
here makes use of the oc- 
tagon as the chief theme 
for this store post fixture— 
a pleasing variation from 
the usual square or circu- 
lar treatment— 

















—Another idea for a post 
uait, very informal in na- 
ture, consisting of heavy 
bent wires on which to 
display gloves, ties, col- 
ored kerchiefs, and the 
like. The wires are fastened 
to the post and then curved 
up into a spiral, being 
wrapped with crepe paper 
or painted in some brilliant 
color— 
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| Gaew a NNCTORY Garcon | 











—Victory gardens are probably in 
preparation as you read this, but it 
is not too late to try to get others 
to get back to the soil. The drawing 
shows a floor platform designed to 
feature garden tools, work gloves, 
work clothing, slack suits, and the 
like. The large V's are in blue with 
white stars; the picket fence can be 
all white, or with alternating red 
and white pickets— 
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Timely Serice presents A NEW KIND OF DISPLAY PANEL 


7” 
ne 


COLOR AM AS | : 


. is FEATURING SUPERB ARTWORK - RAINBOWS OF COLOR + SUMMERY THEMES “5S 


Bs 
=x 
a4 





Here’s a series of new panels which represent the finest work ever done in this field. Designed and painted by 
nationally famous artists—silk screened in 10 to 18 striking colors . . . conceived by outstanding retail experts— 
these units combine every possible effect to bring you lively, summery themes. Produced by Timely Service. 
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e Printed in 12-20 
colors : 

- Painted by _ \ ay Sua : 
tionally famous Su, ee. 
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a COLORAMAS ARE SOLD ONLY THRU LICENSED DISTRIBUTORS 
——_ To Order — Or To Secure The Name of The Licensed Distributor in Your Area — 


WRITE TO Timely Sewice 


453 BROOME STREET, NEW YORK 13, N. Y. 
RITE FOR COMPLETE CATALOGUE ON SUMMER DISPLAYS 





















Vivid Circular Mats (40” 


Gay 
Assortment: 
etc. 
Wind IW 


IMMEDIATE DELIVERY 


F.O.B., our New York Warehouse 


Fred Leighton’s Mexican Imports 


WHOLESALE SHOWROOMS: 
129 Fifth Avenue, New York 3, N. Y. 


OFFICE: 


24 University Place, New York 3, N. Y. 


Today’s Displays 
Are Mexican 


/ 





Pancho Villa Hat—$24.00 a dozen (F.O.B., 
New York Warehouse) 8” 


crown by 22” 
diameter—Approximate.) 
dia.). .$3.80 ea. 
Palm Leaf Raincoats (40”x40”). $2.75 ea. 
Palm Leaf Mats (Approx. 40”x75”) 
$1.75 ea. 
Painted Peasant Chairs. . .$3.471% ea. 
3askets, Mats, Hats, Trays, 
Suitable for Pan American 
$50.00 
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DOLLARS IN 
UNIFORMe 
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BACK UP OUR 
FIGHTING MEN 


BONDS e 
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Manufacturers 


CRESCENT 
BOARDS 


CHICAGO CARDBOARD COMPANY 


CHICAGO, 


ILLINOIS 
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MEN'S WEAR DISPLAY 
[Continued from page 24] 


the clothing should be carefully pressed, 
making sure that no creases are pressed into 
the sleeves. Much time and care is often 
needed to get the best results; the display- 
man can’t skimp on time without hurting 
the finished effect. 

A display of course should never have a 
crowded look. Some merchants have a nat- 
ural tendency to want a large variety of 
merchandise shown, thinking, perhaps, that 
if one suit doesn’t catch the fancy of the 
customer, another will. To the writer’s way 
of thinking, however, if the windows sell 
the store itself, the sales volume will take 
care of itself. In other words, if your 
windows are attractive, the public will talk 
about them, and, as a result, they will look 
to your store as the place to shop; then the 
actual sales are up to the salesman. 

And don’t stop with just the windows. The 
interior displays are important, too; if the 
displayman can create many smart interior 
display ideas he will go a long way toward 
doing a better job for his store. 
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Fashion Preview Featured 
By Milwaukee Club 


The Milwaukee Display Club had a pre. 
view of summer fashions as its program on 
March 21. A window was set up in which 
the models, members of the club, posed as 
mannequins in the windows before proceed- 
ing down the runway. The setting in the 
window was changed for each of the fashion 
trends presented, which included “Summer 
Cottons,” the “Bare Look,” and the “Mexj- 
can Influence” in fashions for morning, noon 
and night. 

Dorothy Waulters, fashion authority at 
The Boston Store, was scheduled to conduct 
the fashion presentation, but because of un- 
fortunate circumstances was unable to do 
so. Jeannette Paskey, display fashion co- 
ordinator at The Boston Store, substituted 
most capably. 


Goldman's Wins 
Local Contest 

In a window display contest sponsored by 
merchants of Macon, Ga., first prize of a 
$50 War Bond was awarded to Goldman’s 
Reliable Outfitters. 
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bstituted i] ) serum, The development of Display Market Weeks has been of untold benefit 
| to the display field in providing an industry-wide presentation of new 


display lines at one time in the country's leading display center—New 





on ae York City. We are happy to participate in this event and will be pre- 
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oldman’s ] ° : “Le ° ° P 
m Place eseenrel pared to show an interesting exhibit of exceptionally fine display items 


—- : PRESENTATION for the impending seasons. 


The L. J. Charrot Co., Inc. 


36-30 W. 37TH STREET NEW YORK CITY 18 
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For Flooring and Many Display Uses 


ALLIGATOR LETHOR is a new and efficient war-time floor- 
ing and versatile display material. It is washable, sun-proof, 
heavy, strong, flexible. This coated fibre material has a 
deep alligator finish. 54'' wide. Reasonably priced. 





Attractive Popular Display Colors 


Now available in white, eggshell, light green, yellow, pink 
and light blue. In preparation: tan, rust, orange, burgundy, 
royal blue, red and emerald green. 


WRITE FOR SAMPLES DIRECT 
OR THROUGH YOUR LOCAL JOBBER 


aie James A. Cole Company 


quality standard 3 #t. by 6 ft. 


Grass Mat hand f di- 
he dimen or is, «248 POMRT AVE. a Ts 























Amazing New 
FOUNTAIN 


BRUSH PEN 













































DRIES AS YOU 
WRITE 


This Speedy Fountain Brush opens a 
new field to the Displayman and Sign- 
writer. Works fast and easy, and dries 
immediately as it leaves the point. Two 
extra points available for various style 
lettering. Chisel point for fine lettering, 
square point for extra heavy lettering; 


price, 35e each. 


WATER PROOF 
NON-CLOGGING 


It employs a Brand New Formula of 
opaque ink which is foolproof and de- 
pendable and non-leaking. Choice of 
six colors: black, red, blue, green, 
purple and yellow. 


A VEST POCKET 
SIGN SHOP - 


This wonder Brush Pen is made of 
high-grade Bakelite with special reser- 
voir, holding a liberal supply of ink. 
Writes thin or heavy as desired. Make 
a sign right out of your vest pocket. 


UNLIMITED 
___JSES 


~ ae ee 
These remarkable Brush Pens are made 
to write on paper, metal, glass, wood, 
cellophane, and plastics. Also finds 


various with artists, shippers, 
manufacturers and retail shops. 


GIVE IT A TRIAL 
Money Back Offer 


PRICE 











uses 





Send us your check 
or money order and 
we will mail you this 
Wonder Brush Pen, 
postpaid, along with 
special filler and gen- 


$7.95 
erous supply of ink, 


with full instructions. PER SET 


Packed in special handy containers. 
If you are not satisfied that this is 
one of the handiest gadgets you've 
ever seen, send it back and we will 
refund your money. When ordering, 
be sure to state color of ink wanted. 


ACTUAL SIZE 


SPEEDRY DISTRIBUTING CO., 
Clark Bldg., Pittsburgh, Pa. 
Enclosed find check [], money order [J 


for $ Send Brush Pen Sets 
with color ink to: 
Name 

Address 

City State 


Attractive Proposition to Jobbers 
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FAST POSTER DESIGN 
[Continued from page 32] 


same subject for illustration, as in a se- 
quence of windows, cuts the time still fur- 
ther. Actually, the time saved in lettering 
the parts of the card covered by the em- 
bellishment is all the time needed to illus- 
trate by this method. 

Few effects are as versatile as the chalk 
treatment. By varying the intensity of color 
and the selection of colors, it will be found 
that this treatment is neither too gaudy 
for the exclusive lines of merchandise, nor 
too delicate for the clearance or sale mer- 
chandise. 

The used to attain the 
designs shown here is extremely simple and 
the materials needed are easily obtainable. 
They consist of some drug bond or wrap- 
ping paper and a box of colored chalk. 

First, mark on the wrapping paper an 
area similar to that of the card you intend 
to make. By referring to the intended copy 
you will be able to judge the approximate 
space the design should cover. Sketch it 
in lightly and freely. Next, lay out your 
copy roughly in pencil on this paper. Now, 
if any corrections in the outline of the de- 
sign are needed, make them. Correct any 
irregularities in the outline of the design 
and cut the design out of the paper. 

The next step is to lay out the card on 
cardboard, using the cut-out design as an 
aid in arranging the copy. Letter the card 
and erase all guide lines, leaving only two 
or three dots to correspond with similar 
dots on the paper pattern of the design. 

Lay the pattern in place. Rub chalk of 
the desired color on a small piece of soft 
cloth. Holding the pattern firmly in place, 
rub from the approximate center of the pat- 
tern outward, over the edge of the pattern, 
in all directions, for a distance of 2 or 3 


system poster 


inches. Leave a feathered edge at the end 
of each stroke, rather than a harsh, stiff 
line. 


If the first two strokes are directly oppo- 
site each other and the next two strokes di- 
rectly opposite each other, at right angles 
to the first strokes, a more even distribution 
of color will be effected. This is because 
the longer the cloth is used with one appli- 
cation of chalk, the less chalk will remain 
in the cloth. 

The entire operation concerning the poster 
design, including cutting the pattern and 
rubbing on the chalk, ordinarily does not 
consume five minutes. 

It would be natural to suppose that such 
poster treatment, being only chalk, would 
easily smear and rub off. The fact is that 
the permanence of the color, if properly 
rubbed in, is amazing. 

The examples shown here are but a few 
suggestions of the many things possible 
with this treatment. Individual ideas should 
come easily and be quickly accomplished. 
There seems to be no end to the possibilities 
of this treatment. The changing seasons, 
holidays, new color promotions in women’s 
fashions —these and many other topical 
events and promotions suggest fertile fields 
for poster designs in chalk treatment. 

I was very fortunate in evolving this tech- 
nique, which I believe to be new. To my 
knowledge it has never been used before. 
At least it had never been used by me and 
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I have never seen it used. So far as that | p 
is concerned, if every card man in the § fe 
country used it every day it would still be | fc 
good. It is something that is good by § it 
merit, not just novelty. If the last man §f th 
uses it, supposing him to be a cardwriter, § cz 


it will still be good. be 


The “your choice” card shown, usine the § r¢ 
arrow to give that barker’s “Hurry, hurry, § be 
hurry, right this way, eyes!” effect is a good § bt 


example of a flashy yet well-dressed sale § ti 
card. Done in black and red, or in all-red pl 
lettering, red chalk and the yellow striping § er 
to add still more life and snap, it is as § th 
loud-spoken as any sale card could be and § de 
yet it expresses an air of quality. That § gi 
air is difficult to achieve in a sale card that J re 
is as noisy as the one shown, but imparts 
an important attribute to the merchandise. A 

“Raincoat clearance” is another sale card 
that makes good use of the chalk tech- 
nique. It is designed to be used as a 
topper for an ordinary one-eighth sheet, the J 
unlettered lower part fitting in back of the F SY 
regular eighth sheet in the holder. Where J th 
it is desirable to feature a piece of sale 4 
merchandise over surrounding merchandise, — ° 
this means is excellent. It affords much M 
stronger presentation and yet the message ' 
is at a quickly legible level. This card is § P@ 
white, lettered in red and with the poster § /@ 
design in that same always-the-thing-for-— 
sales color, red. Arrows are always good S° 
for sale merchandise, too. They guide the§ P¥ 
eye quickly and forcefully, leaving no doubt 
in the mind as to the direction attention— 
should follow. This decisiveness and aid tog th 
the customer in directing his mind is just as 4 
valuable as the aid given by a good sales- the 
man when he helps to guide the customer's 
mind. 

The “June Bride” card differs from the} 48 
“vour choice” card in that it replaces force 48' 


with delicacy. The poster design silhouet- Yo 
ting the church windows is in pale blue, ag ¥! 
color that has long been associated with Ric 
brides. Easy legibility is built into the 

word “dainties” by lettering in black and fi Dj, 


without sacrificing this legibility a note ot W; 
delicacy is given the word by an irregular, 

































almost lacy, center line of pink. The cards J 
message is sensed even before it is read. sh 
Any Valentine card that did not make full i 
use of the long accepted Valentine color, red, ff 7“ 
would be breaking tradition needlessly. The whi 
chalk of this card’s poster design, being ae 
red, takes full advantage of this traditional Me 
color. In fact, so much so that black isff °° 
needed for the lettering. The thick and 
thin spurred letters lack the harsh note yo 
sometimes apparent in Gothic letters, which A 
makes them seem particularly fitting for 4 PI 
card of this nature. T 
It may be hard to remember when Roose play 
velt wasn’t president, but even the children stor 
remember firecrackers as being symbolic 0! nou 
Independence day. This is another casei "OW 
where patriotic colors are indicated, and #881 
is fortunate that red is always associate’ ee 
with firecrackers. The most important Copy, yon 
“the 4th,” is done in red, as is the poster “SP 
design treatment. Since not so much blue 
is needed on this card the embellishing line jy, 
carry a sufficient quantity of this color. Th Fo | 
neutral effect of the other letter-color, blac’ J 
balances the card. | _R 
The strength, combined with a_ certal lor 
softness, that is part of the attributes of thsg "4v) 
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poster script makes it particularly suitable | 
The use of mauve | 


for the word “Easter.” 
for the script greatly heightens its suitabil- 
ity, since it is an accepted Easter color. In 
the color treatment of the design on this 
card, three colors are used. 
beyond the green that immediately sur- 
rounds the lily. Yellow is used not only 
because of its close association with Easter, 
but it also serves to accentuate the mauve 
title line through the laws governing com- 
plementary colors. The orange of the flow- 
er's stamen is heavier at the base than at 
the tip. Gradations of color-strength lend 
depth to the chalk technique. This card 
gives a large portion of its message at the 
reader's first glance. 





Atlanta Store Appoints 
Television Consultant 

Rich's, Atlanta, Ga., is the first store in 
the country to appoint a television con- 
sultant. He is Irwin A. Shane, director of 


the Television Workshop, New York City, | 


and producer of “Interesting People” and 
other television programs at W2XWV—Du- 
Mont. 


partment-store television, including instal- 
lation of intra-store transmitting and re- 
ceiving equipment, the training of store per- 


sonnel in preparation of television scripts, | 
| relax, meet and chat with your display friends ... a 


program-planning and production. 
A survey of the store by television engi- 


neers from New York City is planned for | 
video | 


the very near future. Orders for 
equipment are expected to follow shortly 


thereafter, for delivery immediately after 
the war. 
Miss Carrie Rowland, advertising man- 


ager, and K. V. P. Burnham, display man- 


ager, both of whom recently visited the New | 
York studios of NBC, CBS and DuMont. | 


will be actively in charge of television at 
Rich's, 





Display Employee 

Wins Portrait 

In a drawing held among all non-execu- 
tive employees of Bonwit Teller, New York 


City, in connection with the Red Cross drive, | 
Georgiana Whyte drew the lucky number | 


which entitles her to have her portrait 
painted free by one of America’s leading 
artists. 


Bonwit display .department. 





Macy's, Parkchester, 
Appoints Rutgers 


The appointment of Oscar Rutgers as dis- 


play director for the Parkchester, N. Y., 
store of R. H. Macy & Co., has been an- 
nounced. He succeeds Sam Bellit, who is 
now in the army. Rutgers was formerly 
assistant display manager of Kresge’s De- 
partment Store, Newark, where his duties 
have been absorbed by William E. Mixon, 
display director. 





It's A Uniform 
For Nevling 


_ Ralph Nevling, formerly display manager | 


_ @Please Mention DISPLAY WORLD 


for (hapman’s, Milwaukee, is now in the 
navy 





Yellow extends | 


Shane has been engaged by Rich’s | 
to advise it on all matters pertaining to de- | 


Miss Whyte is a secretary in the | 
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keep your store in front. 


NHember 
NATIONAL ASSOCIATION 
OF DISPLAY INDUSTRIES 


) 


39 WEST 








PROGRESSIVE MERCHANDISE 
PRESENTATION 


needed diversion after a hard day's work. 


NEW YORK CITY 


Make Your Headquarters 


at Siegel’s During 


Display 


Market Week 


June 26-30, I944 


Our showroom has always been the choice rendezvous 
of displaymen visiting the New York market . . . and 
during DISPLAY MARKET WEEK we want to welcome 


you and make you feel at home. You will be able to 


But you 


will be able to see also the newest and latest display 


properties to carry out the display programs that will 


WHERE DISPLAYMAN 
MEETS DISPLAYMAN 


Nat Siegel 


ry 


F 





374m ST. 








| Send for Samples! 


PEBBLE-TEX 


| | Latest paper development for window 
copy card or scrolls. Good surface for 
pen or brush. Excellent for paper cut- 
outs. 
SIX SUN GLOW COLORS 
AND WHITE 
Sheets size 251%4”x30%4” 
Exclusive Distributor 


W. Cc. HURLOCK 


4105 Taylor Ave. Drexel Hill, Pa. 














When Writing Advertisers 


| BRAISED LETTERS 
A DISPLAY NECESSITY 
CORK LETTERS 
POSTER BOARD LETTERS 
FELT LETTERS 
METTALLO BOARD LETTERS 
CORRUGATED PAPER LETTERS 


Eight Styles to Choose From 
Sizes from 14” to 9” 


Immediate Delivery 


FELT LETTER STUDIOS 


MANUFACTURERS 
226 S. Wabash Ave. Chicago 4, Ill. 
































We're Clearing 
Our Decks... 


and putting our heads 
together in preparation 


for things to come. 





Yes, we're busy these 


days — looking forward 





to your visit to our show- 








rooms during the New 
York Display Market 


Week at which time we 








promise you a festive 


welcome. 





For our Western friends, 
we will be showing dur- 
ing Chicago Market 
Week at the Morrison 
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NEW YORK DISPLAYS 
(Continued from page 11] 

the most unexpected places this Spring” 
made the fashion message. The mirror was 
held from each corner of the frame by green 
velvet ribbons from both top and bottom 
so that it actually hung at an angle which 
gave a complete rear view, by reflection, of 
the hatted mannequin seated before it. The 
mirror and furniture were of plaster, pleas- 
ingly ornate, given a high-gloss porcelain 
finish and gayly colored. Display Director 
Henry Callahan skillfully mixed real and 
artificial flowers to accent the spring scene; 
the chartreuse satin cushion of the chair 
and the American Beauty red lining of the 
decorative unit to the right heightened the 
color note of the setting. Marbelized paper 
covered the floor and the walls were fin- 
ished in the popular aqua tone. 

Caprices of the Easter bunny engaged 
spectator interest in the series of seven win- 
dows at Abraham & Straus. With the 
headline, “Candid Camera Close-ups of the 
Easter Parade,” Display Director John A. 
Rosenberg showed men’s wear as seen in the 
accompanying illustration. The white papier 
mache rabbit was in exaggerated size and 
his particular feat in this window consisted 
of riding a one-wheel bicycle. Fittingly ar- 
rayed for Easter, the bunny wore a colorful 
paper “weskit” and impressive bow tie and 
appeared duly proud of the flower and but- 
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terfly trim on the Easter bonnet he had 
adopted. The wheel was handsomely deco- 
rated in pastel paper flowers and tarlatan, 
Tulips bloomed in the background of the 
green shavings covering the floor and sug- 
gesting a “grass plat.” 





Laverne Announces 
""Marbalia" Papers 

A distinctive line of decorative papers js 
announced by Laverne Originals, 225 Fifth 
avenue, New York City, under the name of 
“Marbalia.” Currently being used for dis- 
play purposes by a number of outstanding 
stores, the papers are available in more than 
100 different color schemes for immediate 
delivery, and can be made up to match spe- 
cial colors as desired. They are furnished 
in sheets 36 by 30 inches in size, of heavy 
stock paper, and are washable. 

Erwine Laverne, the creator, received a 
gold medal for his work at the International 
Exposition of Brussels in 1929. 





Hurlock Introduces 
Display Paper 

A new paper development for display card 
and scroll use has been introduced under 
the name of “Pebble-Tex” by W. C. Hur- 
lock, 4105 Taylor avenue, Drexel Hill, Pa. 
It is said to have a good surface for either 
pen or brush, and comes in six colors and 
white; the sheets are 25% by 30% inches. 





Unusual Showrooms 
Opened By Rip 

A new postwar concept of color, lighting 
and dimension was seen this month at the 
opening of the newly designed Rip Studios, 
15 East 22nd street, New York City. The 
studios, planned to act as an actual giant 
showcase for modern display techniques, are 
treated with soft olive-green tones to estab- 
lish a quiet background atmosphere for the 
high-color paper sculpture and_ papier 
mache units. 


—A portion of the newly remodeled showrooms of Rip 


Especially ingenious is the handling of 
the studio windows, which are masked out 
with translucent glass to provide light and 
form a background for current exhibits of 
new display units. Featured units are clev- 
erly emphasized by the use of a battery of 
spotlights. 
showing are “Pedro the Parrot,” “Nan the 


overhead Among the current 
Nymph,” and other modern sculpture and 
mache pieces for forthcoming summer dis- 


plays. 


Studios, New York City— 
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GOTHAM 
GOSSIP 


By "TELLOU" 


Dropping in on Clemens Scheuer of the 
Scheuer Art Metal Manufacturing Company, 
[chanced upon Albert E. Butterworth, dis- 
play manager for the John Taylor Dry 
fale Company, Kansas City. During our 
conversation he proudly drew forth a hand- 
some watch presented to him by his firm 
for fifty years of loyal service. I was 
amazed at the idea of him spending half a 
century at work—for the simple reason that 
despite those long years of service he seems 
remarkably young. Then it was I came to 
the conclusion that to seek the fountain of 
youth one need go no further than the 
display field, where display ideas and the 
displayman keep in step with modern times 
and march forward together. 


A chance meeting with Ralph Adler of 
Jas. B. Williams, Inc., revealed that recent 





visits were made by W. J. Cavanaugh of The 

Bon-Ton, York, Pa.; Joe Menassie of Jos- 
eph Horne’s, Pittsburgh, and Bruce Alexan- 
der of Edward’s, Rochester, N. Y.  Inci- 
dentally, Ralph Adler is at the present time 
il at home. Let’s hope for his speedy re- 
covery. 

Victor Haida reports that recent visits 
were made by Emory Sharpe of L. S. Ayres 
& Co., Indianapolis; Oscar Luke of J. L. 
Hudson Company, Detroit; Alex Surasky of 
The Hub, Baltimore; Mr. De Jong of De 
Jong’s, Evansville; A. J. Roeder of William 
Block & Co., Indianapolis; Miss Shuler of 
LaSalle & Koch Company, Toledo; Eric 
Roettger of John C. MacInnes Company, 
Vorcester, Mass.; Stanley E. Thompson of 
Sibley, Lindsay & Curr, Rochester; Mr. 
Nordine of The Lindner Coy., Cleve- 
land; Esher Bettis, Davison-Paxon Com- 
pany, Atlanta; Clement Kieffer, Kleinhans 
ompany, Buffalo, and Mr. Furian, Ander- 
n-Dulin-Varnell Company. 
















It is interesting to note, too, that the Vic- 
t Haida company was recently visited 
y part of the U. S. Coast Guard—two off- 
tts and two snappy Spars, who engaged 
hemselves in the art of picture taking, 
ising as their subjects such Easter props as 
wer-sized eggs, rabbits, chicks, lambs, and 
ms. One of the pictures was published in 
te New York Post. All of the atmosphere 
except the Spars—was furnished by Haida. 
At Staples-Smith one may have caught 
ight of such familiar display managers for 
jeir respective firms at Lee Court, Wm 
ilene’s Sons, Boston; Syl C. Reiser, Stix, 
‘aer & Fuller, St. Louis; Alex Surasky, 
'¢ Hub, Baltimore; Roy Requa, Litt 
‘tothers, Philadelphia, and Lawrence Voll- 
er, J. N. Adam & Co., Buffalo. 


No doubt I missed the opportunity of 
‘eeting many other displaymen who visited 
‘ city during the past month. To those 
td all other displaymen who plan to visit 
‘w York this month may I suggest — 
‘ellou About It.” Drop me a line in care 
FDISPLAY WORLD, Cincinnati. 
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Attractive Aids for Mother’s Day Displays! 














Fx. ae 5, a | 
Te MOTHIRS PAYA 2 Rimenber MOTHER 
; Gey te 
SEAMLESS PAPER STREAMER 
No. AP-821—Silk screen processed in peach and blue on white 


Seamless Paper. Size 8 in. by 45 in. 


Price 


F.O.B. Philadelphia. 





MOTHER’S DAY CARD 
No. AP-514—Silk sereen processed in six 
colors on sturdy cardboard. 
by 28 in. Per dozen, $17.50. 
F.O.B. Philadelphia. Each 


al 


$1.75 


} 





PRICE TICKETS 
Silk screen processed in peach and cerise 
on white coated card. 





Size 3 in. by 5 in. 25 for 75e 

é us J Size 21%4 in. by 5 in. 25 for 65e 

3 - Size 2 in. by 3 in. 25 for 50¢ 

No. AP-4029—Silk screen processed in nine beautiful colors. . F.O.B. Philadelphia Pe 
Deckled edge panel 36 in. by 48 in. of Bone White Seamless 


Paper on 48 in. by 60 in. Dusy Pink Seamless 
background, deckle edged. 
F.O.B. 


Price $4. 95 a) ' 


Philadelphia 3 “ = 
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FACIL FAB STREAMER 
No. AP-3114—Silk screen processed in white and peach on lustrous Cerise Facil Fab. $1 35 
Size 6 in. by 72 in. F.O.B. Philadelphia. Price e 


MOTHER’S DAY 


GARRISON-WAGNER COMPANY 


CARD 
No. AP-515—Silk screen 
Headquarters for All Kinds of Display Material peagge Palacio 
1627 LOCUST STREET ST. LOUIS 3, MO. Por doses $1 00 
CHICAGO SHOWROOMS: 20 East Congress St. (Between State and Wabash) Sat oP astonia 












AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 


Send for the 


“In 1891 















CHICAGO - - ILLINOIS 
RAE a 
USE THE 


RIBBONS 
y 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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Air-Paint That BRIGHTER FUTURE 









on sursoves (ase 
VICTORY AIRBRUSH 


The 


proving its superiority in every type of art work: 


new Paasche Victory Airbrush is already 


illustration, retouching, poster design, archi- 


tectural rendering, industrial design. 


You will like the effortless control of its smooth- 


acting trigger lever; its perfect atomization; its 


versatility, ranging from fine line to full spray; 


the exclusive micrometer finger-lever adjustment; 
famous self-centering tip; non-spill cup and finally 


its sleek, streamlined design. 


When you get yours, you will begin to enjoy 


many years of profitable service. Paasche Airbrush 


Company, 1907 Diversey Parkway, Chicago 14, 


Illinois. 


Paasche Airbrush (Canada), Ltd., 110 Elm St., 


Toronto, Canada. 


<i EauiPMEn 











OUR ENTIRE LINE OF 


MANNEQUINS 
Now Ready! 


We consider our new lines of 
men’s, women’s and children’s 
mannequins the best we have 
ever produced, incorporating all 
popular features. The models 
are in keeping with modern dis- 
play tastes and the craftsman- 
ship is unexcelled. We are in 
position to accept orders placed 
now for prompt delivery to meet 
your spring display schedules. 


WOMEN'S. MEN’S AND 
CHILDREN’S MODELS 


Write for Photos Today 


DISPLAY MANNEQUIN, Inc. 
257 West 17th Street NEW YORK 


CHICAGO: Smiley & Co., 234 S. Franklin St. 


MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 
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BEST BET FOR... diorama was animated; it showed the cna} 
ANNIVERSARIES locks and the basin as they originally were, J ' 

[Continued from page 30] The animation showed canal boats ing ft 
say, “this is the work I do, or those are the loaded on cars and pulled up the different J 5 
parts I make,” when viewing the finished levels until they finally reached the top. ° 
: ~ . sisee a ; y 
displays. Photographs of local shopmen at Many relics ol the canal and railroad were 
work and finished products such as locomo- also displayed. lhe most interesting of § | 
° — 2cAa = > r ~ are y 
tives, troop cars, passenger cars, dining cars _ these was the original work-sheets with 
and the like added to the interest of the Workmen’s names and rate of pay. , 
. pe y P ~ a , 
windows. Window No. 4. The Pennsylvania’s war 
The following paragraphs describe the effort was attractively pictured in this win- 
various settings: dow. The diorama showed a three-dimen-f§ ! 
Window No. 1. This contained a cutout sional-cutout copy of the railroad’s 1944 tl 
of an old locomotive, with a large picture calendar by Dean Cornwell. Displayed d 
of Samuel Vaughn Merrick, first president around the cutout was a service flag for the ¥ 
of the Pennsylvania railroad. Surrounding entire Pennsylvania system and one for the . 
the picture were photographs of old P. R. R. _ local territory, showing the number of em- ; 
athletic teams and shop groups. ployees now in the armed services. Loco- p 
Window No. 2. Similar to the first win- motive parts showing the conservation of 
dow, this one contained an old locomotive metal were exhibited, including examples § ™ 
cutout with a large picture of the present where parts were welded instead of being “ 
president of the Pennsylvania. Smaller pho- scrapped and cases where steel parts were tl 
tographs of present-day shop groups and used rather than brass. Photographs show-§ &' 
athletic teams surrounded this picture. ing how the Pennsylvania railroad had con-f 
Window No. 3. A diorama of the Old verted box cars into troop coaches, troop§ ™ 
Portage canal and “The First Crossing of sleeping cars, troop dining cars, etc., were ™“ 
the Allegheny Mountains by Rail.” This also shown. ; 
nit 
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No. 5. 
railroad locomotive, “The Mifflin,” was the 


Window The first Pennsylvania 
theme of this window. The diorama repre- 
sented the first run of this locomotive, 
showing a welcoming committee. Displayed 
with this diorama were photographs and 
photostats of old locomotives contrasted 
with photographs of the latest types built. 
Also shown were numerous locomotive parts 
being turned out in the local shops. 

Windows Nos. 5% and 6. These were 
devoted to fashion and its progress over 
the years. The purpose of these style win- 
dows was to bring out the fact that Gable’s 
was a leader in the field of fashion in 1884 
and still is in the year 1944. Models of the 
1884 store and the present store were dis- 
played with the figures. 

Window No. 7. Early railroad humor 
was the theme of this display. The diorama 
followed an old railroad cartoon showing 
the conductor waking up the wrong passen- 
ger for a ticket. Pictured around it were 
blowups of similar cartoons. These attracted 
much attention, especially from the older 
railroad men. 

Window No. 8. The diorama showed the 
first freight train known. This train ran 
in England in 1830. Displayed around it 
were drawings of modern freight trains and 
freight car parts. This display also told 
the public that Gable’s ships everything by 
Pennsylvania railroad whenever possible. 

Window No. 9. The Old Logan House 
was shown in this last window. The dio- 
rama showed the governors of the Northern 
states getting off the train for their meeting 
in this tavern in 1862. The purpose of this 
meeting was to pledge allegiance to Presi- 
dent Lincoln during the Civil War.  Pic- 
tured also were thirteen photographs of dif- 
ferent governors. 

The displays for our “Diamond Jubilee” 
were the most interesting we have ever had 
and were run three weeks instead of the 
originally planned two weeks. The dio- 
ramas of the Old Portage canal and The 
Old Logan House will be donated to the 
Blair County Historical Society for use in 
their various exhibits, where they will serve 
as permanent reminders of our anniversary 
event. 





Percy Cockrell To Head 
San Antonio Club 


The nominating and reorganization com- 
mittee of the Display Club of San Antonio 
has announced, through Chairman Elmore 
Rice, Frost Brothers, the following slate of 
officers for club ratification : 

President, Percy Cockrell, Hutchins 
Brothers ; vice-presidents, Matt Markusich, 
Kallinson’s; secretary, French Ferguson, 
Jr, Frank Brothers; treasurer, Milton 
Varga, Richbook’s. 

Attending the dinner meeting at which the 
announcement was made was Guy Malloy, 
Neiman-Marcus Company, Dallas, who dis- 
cussed the need for a code of ethics in the 
lisplay profession. Malloy is president of 
the newly formed Southern Display Asso- 
Clation 


Hugh MecWillians, The Vogue, was made 
an honorary member of the club and was 
Presented with a gift by the organization; 
McWilliams is entering the U. S. Navy. 
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Eaton VELVE 





BS tyibaa re 2 feta eae i 


Grass Mats 


TRADE MARK REG. U. S. PAT. OFF. 


like 


inside 


@ It’s just bringing springtime 


freshness when your displays 
are set off with Eaton Velvety Grass 
Mats. 


smooth foliage does justice to almost 


The rich green color, the velvety 
any type of merchandise — catches cus- 


tomers’ attention—helps bring ’em in- 


side. Eaton Grass Mats are skillfully 


constructed of finest materials. Power 


dyed for lasting brightness. Fire-proofed 


and mildew-proofed. Can be safely 


used and stored for future service. 


Order from your display jobber. 


EATON BROTHERS CORP. 


HAMBURG, 


ee oe 4 








Latest Stile WIGS 


ALL TYPES—FOR MANNEQUINS 


Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 


ARRANJAYS WIG CO., New York city 


Telephone Chelsea 3-8341l 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 





$3.00 Per Column Inch — CASH WITH ORDER 











OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


MADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 
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New Patriotic 


LAG SETS 





Ibe AL for window and store decoration, and patri- 
otic displays. Flags of all Allied Nations in full 
colors, mounted - special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


FLAGS ror 


MEMORIAL DAY 


U. S. and Allied flags in 
materials. Write today 
catalogue. 


REGALIA MFG.CO. 


Dept. 64, Rock Island, Ill. 
i A ta Oe Nag A Og Paya gt 


EFFECT OF LEATHER 


.. » Price of Paper 


WITH 


all sizes and 
for illustrated 














A CLOPAY 
PRODUCT , 


Backgrounds---Covering--- Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
ELOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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I couldn’t help but think how right the 
man from San Diego was in his statement 
on page 46 of your March issue. I was a 
member of the International Association of 
Display. It might be all right for some 
groups, but I never did derive any benefit 
from its membership. In fact, I could never 
quite figure out their object. ... Now I’m 
sure you have a good circulation among 
displaymen in towns of 50,000 and under— 
I am one of them. I wish you would show 
displays for us fellows once in a _ while. 
I recently won a second prize in a national 
hat window contest in towns of 50,000 and 
and Sulphur Springs has only 7,500 
population. So you see we’re not so far be- 


less, 





hind in good trims. I might say that I 
have won several window contests in state 
and national contests. 

I am an ardent reader of DISPLAY 
WORLD; it’s a great magazi A. 
Carothers, Carothers Brothers, Sulphur 
Springs, Texas. 





column should be very suc- 
cessful as a safety valve for the letting off 
of steam within the next few months, be- 
cause plenty has been a-brewin’. 

My hat is off to the Southern Display As- 
sociation on their Dallas meeting. Their 
ideas and ideals seem to be of top quality. 
I would like very much to see their pro- 
posed program of a Display Clinic launched 
on a national scale by the International As- 
sociation of Display. With proper promo- 
tion it could be sold to the merchants, who 
would derive the greatest benefit. Without 
seeming to realize it, they have been paying 
the bills for conventions for years. First 
they have paid their displayman’s way to the 
convention and then bought quantities of 
display materials from the manufacturers 
who have had the credit for supporting the 
conventions. 

It may be necessary to go outside of the 
display field to find the right promoters, be- 
cause displaymen are famous for their in- 
ability to sell themselves. An Educational 
Display Clinic held a few days before Dis- 
play Market weeks and underwritten by the 
merchant would put the display profession 
on its own feet and much higher in the 
respect of the merchants it represents. The 
I. A. D. is the proper body to foster such a 
program, which should be successful because 
of its very need. 

Here’s hoping that someone with plenty 
of what it takes will set the wheels in mo- 
tion so that the June meeting of displaymen 
will be the scene of sober planning for a 
worthwhile Display Clinic next year for the 
education and research. — Mrs. 
The Broadway-Hollywood, 


Your “forum” 


purpose of 
Esther Davis, 
Hollywood. 





Of all the wild ideas I’ve ever heard, this 
one calling for a display clinic sponsored by 
retail stores at $1,000 per store is the worst. 
It is unreasonable, impractical, and too 
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Utopian for this old world of ours. Let 
some displaymen try to get an extra $500 
for needed display equipment, let alone 
$1,000 for an unproved project such as this 
fabulous clinic and see what trouble they 
have. Phooey to such thinking.—Chicag 

(The clinic referred to was proposed at 
the organization meeting of the Southern 
Display Association in Dallas recently.— 


Ed.) 





SALES PROMOTION CLINIC 
[Continued from page 44] 


ducted by the Harvard School of Business, 
or the University of Chicago. We assume 
that the consumer shops as she does because 
she wants it that way. But we don’t know, 
Possibly the public would like to buy in an 
entirely different way. Can't this meeting 
be the start of an elaborate experiment to 
find out about these things ?” 

Weill: “While in favor of research, | 
wonder whether the results could be tabu- 
lated to a point where it would be valuable? 
Even advertising falls down when checking 
for actual results. I doubt if many of us 
know what results we get from newspaper 
or radio advertising. It is hard to boil 
things down into actual figures. I don’t sup- 
pose, too, that you could use the same scale 
of measurement in the results of display in 
comparing, say, Lerner’s, Grayson’s, Grant's, 
and some of the big department stores. 

“What do you display people think of be- 
coming members of the Sales Promotion 
Division of the NRDGA?” 

Sales promotion man, speaking from the 
floor: “I believe that there is a need for a 
display section of the Sales Promotion Divi- 
sion. (He went on to explain the manner 
in which store membership in the NRDGA 
permits a certain number of representatives 
to be appointed by the store to attend meet- 
ings of the nine divisions of the association, 
and pointed out that if all the allotted num- 
ber of representatives of a member store had 
been designated already, such stores should 
be glad to pay $10 or so in order that the) 
could add a display representative to their 


group.) I am very heartily in favor of such 
a move on the part of the NRDGA.” 
Fisher: “About what percentage of th 


stores from the top on down belong to the 
NRDGA ?” 

From the floor: “We have a membership 
of camonnigers 6,700 stores.” 

Alan Wells, Kaufmann’s, Pittsburgh, chair- 
man of the Sales Promotion Division : “Dis- 
play managers who might be working 1 
stores not members of the NRDGA cai 
have the Sales Promotion Service bulletins 
sent them by paying $5 a year. . Now 
instead of fencing about the position of dis- 
play in relation to sales promotion, would 
some of the displaymen here say exactl) 
what it is they think should be done?” 

Haecker: “I wonder if there ever wil 
be a successful retail organization which 
does not have these three factors on at 
equal or at least a cooperative basis?” (He 
thereupon went on with a motion which 
after discussion, provided that: displ) 
managers of the member stores of the 
NRDGA be invited to take an active pat 
in the Sales Promotion Division and that 
the manager of the Division plan separatt 
meetings of the displaymen and augmet 
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. Let the section devoted to display in the Pro- 
a $500 motion Exchange operated by the Sales 
alone Promotion Division. It was further pro- \¢ NAUTICAL DISPLAYS 
as this vided that those stores which have open @) 
le they memberships be requested to extend a mem- 
cago. bership to the display manager and that EFFECTIVE REPRODUCTIONS OF ANCHORS e LIFEBUOYS 
sed at those stores which do not have open mem- — “ 
yuthern berships be requested to make their display Sn 
ently.— managers members of the Sales Promotion 8B 
. Division at the associate membership fee of 2} 

$10 per year. Finally, it was recommended 
* to fhe NRDGA headquarters that an addi- 

tional assistant to the manager of the Sales 

Promotion Division be employed to take \ 
usiness care of the additional work caused by the e 

; : ; . a ‘ MDL 

assume inclusion of display. in the division.) 0 =) 
because Ed Pulte, representing the U. S. Treas- i 
t know. ury, was then introduced. He said: “We MDA—Plaster art Executed Sp it Diam Executed 
y in an are going to have to depend on you display ) in dimension. in dimension. Diam 
meeting § fellows to help put over the Fifth War F Length 26°. Each 4.75 eter 23". Each 4. 75 
ment to Bond drive. We, want to let the people ie) MDA & MDL—Two pieces packed 3 

know that this drive is going on. During fe} i ohacel eh ele) 
arch, I the third and fourth drives, displays were ask COTTON ROPING—1;" Hs 
ye tabu- far short of what they should have been 3 COTTON ROPING— |" 20c 
uluable? from the standpoint of quantity. Individual fa 
‘hecking stores do good jobs, but we need city-wide M e) D) E R N D | S p L AY S & 
y of us display activity. Unless we do something 
wspaper sensational, spectacular, we are not going to vVAavae® Si N. W. WASHINGTON 5, Dp. Cc. 
to boil put it over.” 
yn’t sup- (Pulte went on to outline the display con- 
ne scale test being sponsored by the National Asso- | 
splay in ciation of Display Industries and DISPLAY 
Grant's, WORLD, details of which appear else- 
es, where in this issue.) 
k of be- From the floor: “It’s about time for this 
-omotion J session to end, and I’d like to help close 

it with a little pep-talk. If display dele- 
‘rom the § gates here are asking for all the informa- s , 
ed for aff tion possible to get better display, I am f r , Replaces Wallboard, Paint 
on Divi- § sure we will give it to them. If they are Lime i and other critical materials. 
manner asking whether or not display is regarded as -_ W ar ; ; 
NRDGA § important, I am sure we all would answer Sert . The following colors are avail- 
entatives ‘yes. But if displaymen think the sales able for immediate delivery: 
nd meet- promotion men should take steps to improve eid7 ” Wi DT H e84'/,“ WIDTH 
sociation, display’s position in the store, no. It is B6-Bone; B11l-Pacific Green: B15-Pursuit Gray; Cl-Bone:; C2-Turquoise 
ted num- # up to the displaymen themselves to fight B23-Andes Emerald; B24-Alaska Blue; B31- . p 
coated aii 1 sie: aati ana Gunpowder Black; B32-Honor Gold: B13-Terra Blue C4-Forsythia Yel: 
store had their own yattles. If you want something, Gates” Sadan “tae, ll sa low: CS-Light Green: C?- 
»s should why don’t you go and sell it to your boss B17-Desert eae B18-Atmosphere Blue: 818. Dec. 25th Red: C9-Black: 
that they and not to these convention walls ? Destin Ehnes £80-Seen Bee Biees B27.Xmas C10-Dark Blue: Cll-Dark 
to their Fisher: “We are all for displaymen, 100 Greene B60nes Bed. Ganens O86 
r of suc per cent, but you will have to pull your- ; y ” 
” selves up by your own bootstraps.” a Write for Your Free Copy “DISPLAY FOLIO SPRING 1944 
e of the Judging of the photographs entered in the and Bulkton Seamless Color Chart 
ne to the MH contest sponsored by the Sales Promotion : 
Division of the NRDGA was done by the BULKLEY, DUNTON & co. 
-mbership delegates during the day. The results were: min ae a a cian 

Class A—Sol Kamensky, J. A. Kirven Com- 
gh, chair pany, Columbus, Ga.; Class B—John Du- 295 Madison Ave. 2625 S. Wabash Cotton Exch. Bldg. 
on: “Dis: buisson, Cain-Sloan Company, Nashville; | 
yrking in ff Class C—Syl Rieser, Stix, Baer & Fuller, | 
IGA can St. Louis. ; 
bulletins Exhibitors at the clinic included the fol- 

_ Now lowing: American Fixture & Mig. Com- EN ee AIRBRUSH WINDOW DISPLAY 

yn of dis‘ Pany, St. Louis; The Adler-Jones Com- for the particular artist 
yn, would — Chicago; Bliss Display Corporation, MAT E R IAL 
y exactly @ New York City; L. A. Darling Company, =~ =<—— : 
fone ?” Bronson, Mich.; Gardner Displays Com- Ny Send for Catalog $2 BECKER SIGN SUPPLY CO. 
ever willff pany, Pittsburgh; Crystal Fixture Company, “ THAYER « CHANDLER 314 N. Eutaw St. Baltimore. Md 
on which Chicago; Mass Sales Promotion Company, 910 W.VAN BUREN ST. CHICAGO ILL. | 
rs on anf! New York City; Old King Cole, Inc., Can- | 
sis?” (Hef ton, Ohio; Reflector Hardware Corporation, | CLAY COATED 


on which Chicago ; Reyburn Mfg. Company, Philadel- | . | 

-  displa) -: Rip Studio, New York City; Schack’s, | For Victory | SH OWCARD B OARDS 
s of the™ ‘nc, Chicago; Silvestri Art Mfg. Company, | ey Re 
ctive part Chicago; W. L. Stensgaard & Associates, Buy U. S. War 


and that Inc., Chicago; Timbertone Decorative Com 


| — AD BRIN AMPLES AND PR 

an : ‘om- | | F.D. GOODLANDER 

1 separatel Pany, Inc., New York City; Timely Service, | STAMPS and BONDS eOx 233 AASSEH, IND, 
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1 augment Inc, New York City. 
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SCATTER 
COLOR and APPEAL 


Around Your Window Displays 


Latest Spring and Summer colors 
in Wood Flakes—Kubes— Chips 
—Shredded Fibre—Stones—Sand 
—Cork—Tanbark—Etce. They are 
always popular, inexpensive, and 
can be used to colorfully display 
nearly any type of merchandise 
for both interior and window dis- 
plays. Quick shipments. 








Produced in Yellow, Pink, Green, Char- 
treuse, Blue, Red, Magenta, Paisley and 
other standard colors. Good for open 
areas, around tree trunks, posts, odd 
spaces, etc. Used by leading stores; no 
priorities needed. Can be reused many 
limes. 
Manufacturers of 


; flea 
pw 


(Trade Mark Reg. U. S. Pat. Off.) 
PRODUCTS 


oe 





Send for Catalogue and Free Samples 


National Sawdust Co., Inc. 
Display Dept. 


65 N. 6th St. Brooklyn, N. Y. 








> DISPLAY IS TURNING TO 


FLOCK 


THE SUPERIOR DISPLAY FINISH 
‘ FOR § 


Modern Displays 


You can get your displays out of 
the “ordinary” class if you avail 
yourself of the beautiful effects 
possible with the application of 
flock. You have the choice of a 
wide range of colors and an 
economy that will surprise you 
—because flock is reasonable in 
cost and easy to apply. 


Display studios are finding flock- 
finished displays easier to sell 
and at premium prices. Let flock 
increase your profits. 


BE SURE TO USE 


| M-L FLOCK 


FOR BEST RESULTS 


MYERS-LIPMAN 


WOOL STOCK COMPARY, Inc. ; 


Manufacturers Since 1875 
} 20-26 N. Moore St., New York City | 
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DISPLAY Weis 





BY FRANK G. BINGHAM 








April being the shower month, I am going 
to rain my words in the direction of the 
feminality of our profession—displady or 
displadies. Now this coined word presented 
some time ago in this column has gained 
much favor and likewise some disfavor, 
which is natural to say the least. Being 
married for nine years gives a man a chance 
for that much observation, anyway. This 
name for the ladies in display is not pat- 
ented or copyrighted and if any one of you, 
or a group, gang up on me and present a 
better, more logical, or more romantic title, 
I shall bow my head and toss mine aside 
forever. Come, come, displadies, get title- 
minded before the spring air makes you 
want to go fishing or something. 


In the February issue a cleverly written 
article by Isobel Worsley entitled: “Wom- 
an’s Place—Is In Display” took me over the 
coals in a nice “make mine with ice” way. 
Writing the author about her essay, I re- 
ceived a fine reply. She states: “It’s just 
that ‘displady’ to me sorta falls in the same 
category as distemper, disgrace, dismay, dis- 


gust, etc. etc. Then, too, have you re- 
ferred to Webster for a definition of dis- 
play ?” 


Looking up Webster, I find the word dis- 
play: “(-pla’) v.t., to spread out; unfold; 
exhibit; force to notice; manifest mentally 
or physically: to make a display.” I admit 
that Webster is a bit weak when it comes 
to defining such a great selling word as dis- 
play. His wife must have done all the win- 
dow shopping and purchasing in their home 
while he collected words (which reminds me 
of an old story about Daniel Webster’s wife 
catching him kissing one of the maids. She 
exclaimed: “Why, Daniel, I’m surprised!” 
Daniel, never forgetting the fine choice of 
words, replied: “No, dear, you’re shocked; 
I’m surprised!) 

Dictionaries are built on word usage and 
it is the new usage of a word that makes 
it become a part of the dictionary. To me 
the word display means a lot more than to 
spread out; unfold; exhibit; force to notice. 
Webster lacked knowledge of what display 
really does, and many merchants, advertis- 
ing men and store executives still think in 
Webster’s terms. Display is a selling force 
so powerful that 87 per cent of all purchases 
in retail stores are made through the sense 
of sight. Displady to me means: “Women 
trained in the art of presenting the qualities 
of merchandise so attractively that cus- 
tomers are induced to purchase the goods— 
often times much more than they thought 
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they would when they started to the shop- 
ping center.” 


Webster’s dictionary, like many other 
things, hasn’t kept up with the many chang- 
ing trends in this old world, and women in 
the display profession is one of them. But 
I can see where any displady would dislike 
a designation which carries the slightest 
connotation of “spreading out” or “unfold- 
ing.” 


I believe that the women in display have 
a real champion in the person of Isobel 
Worsley and more articles by women in the 
field are needed. The article by this displady 
was badly discussed in the local newspaper 
and caused her a great deal of unnecessary 
grief. A reporter used the headline: “Gals 
Going to Hang Onto Jobs, Topekan Noti- 
fies Men of U. S.” Naturally, anonymous 
letters and telephone calls came in accusing 
her of many things far different than what 
she intended to convey in the DISPLAY 
WORLD article. People with sons in the 
armed forces, reaching for some means of 
war-tension escape, grabbed at this as the 
newspaper editor probably thought they 
would when he placed it under the above- 
mentioned caption. In her article the author 
wanted to put over the idea that women can 
compete with men in the field of display, 
but it certainly was not her idea for girls 
to take over jobs now to prevent returning 
soldiers from getting them back when they 
do come home—a ridiculous assumption 
The field of display has always been under- 
employed. Far too many displaymen have 
worked long hours due to lack of help in the 
past. I sincerely believe that the future o! 
display has a brighter outlook than a night- 
watchman’s job. 


Recent surveys taken in industrial plants 
in widely scattered areas of the United 
States reveal that 71 per cent of the women 
now working plan to seek postwar jobs 
Only 17 per cent expect to go back to “full- 
time housekeeping.” Ten per cent are plan- 
ning to be married when the war ends ané 
only 2 per cent expect to go back to school 

Fannie Hurst, writing in Coronet, says: 
“Granted that the home offers the norma! 
woman compensations for which there are 
no substitutes, apparently it also offers the 
line of least resistance. With housework 
no longer a_ twenty-four-hour-a-day job— 
due to mechanized gadgets and after schoo! 
supervision for children—there is little ¢* 
cuse for intelligent women to cling to thos 
four walls like a reactionary barnacle. - - 
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Make no mistake about it: women are a 
cruel commentary on their own shortcom- 
ings. They don’t want to pay the price of 
achievement outside the comfortable con- 
fines of the home. But smart women know 
that such opportunities will make them more 
interesting and more desirable in their roles 
as sweethearts, wives and mothers. Women 
must not go on being retrogressive, reac- 
tionary and unimaginative any longer.” 





Many of my fellow displaymen will no 
doubt sit right down and write me letters 
telling me how wrong I am in defending 
women in display. Thinking this over, I am 
a bit like the old colored man who had been 
up to his neck in trouble all his life, yet 
always was cheerful, always contented. 
When asked the secret of his serenity he 
learned to cooperate with 


replied: “I has 


the inevitable.” 





Bar Examination Passed 
By Display Firm Head 

Howard Williams, for many years presi- 
dent of Co-Operative Displays, 33 East 
Eighth street, Cincinnati, has passed the 
Ohio bar examination and will in future 
practice law as a “side-line” while continu- 
ing his connection with display. Williams 
graduated from law school a decade or so 
ago, but only recently decided to go up for 
the examination. 





Myers Resigns Post 
With Dayton Store 


Richard L. Myers has resigned as display 
manager for The Metropolitan Company, 
Dayton, Ohio. His future plans and his 
successor are. not yet known. 





Levy Opens Business 
In Baltimore 

Formerly with the Arrow Decorating & 
Fixture Company, Philadelphia and Balti- 
more, Natt Levy has opened his own dis- 
play supply business in the latter city at 
1 South Hanover 


street. 
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—This is the official poster for this year's 

Buddy Poppy Week, sponsored by the Vet- 

erans of Foreign Wars of the United States. 

The posters are obtainable from the VFW 
at 489 Fifth avenue, New York 5— 


DISPLAY WORLD 


Wilkins, Clark and Morton 
Win "Sew And Save" Contest 

Top prize of $100 in the national “Sew 
and Save” display contest in the large store 
classification has been awarded to L. L. Wil- 
kins, Pizitz Dry Goods Company, Birming- 
ham. Second award of $50 went to W. Ar- 
thur Gray, Lansburgh & Brother, Washing- 
ton, D. C. 

In the small store group, Jesse A. Clark, 
B. A. Sellars & Sons, Inc., Burlington, N. C., 
placed first. Second prize was awarded to 
Arthur L. Squires, Gebhart-Gushard Com- 
pany, Decatur, IIl. 

Claude Morton, F. W. Woolworth’s Store 
No. 1, Chicago, won top prize in the chain 
store group, followed by McCrory Store No. 
229, New Orleans. In this same classifica- 
tion, three special third prizes were awarded 
to Paul J. Goldsmith, M. H. Lamston, Inc., 
New York City; Berthold Menkel, Wool- 
worth’s, 215 Fifth avenue, and to the store 
of S. H. Kress & Co., New Orleans. 


Wussow Leaves Schuster's; 
Future Plans Not Announced 

Edwin Wussow has resigned his position 
as display director for Ed Schuster & Co., 
Milwaukee, after nearly a quarter of a cen- 
tury with that firm. His future plans will be 
announced following a short vacation. 

Wussow joined Schuster’s twenty-one 
and for the past ten years was 
display director for the firm’s three stores; 
prior to that time he was display manager 
for the Twelfth and Vliet street store. As 
display director he supervised the sign 
rooms, display studio, and display depart- 
ments of all three stores; he was in charge 
of all windows and interior displays, with 
a personnel of forty-five under his direction. 


years ago, 


Burnheart Resigns 
De Pinna Post 

The resignation of John Burnheart as dis- 
play director for A. De Pinna Company, 
New York City, has been announced. He 
has joined a Chicago photographic service 
concern as art director, and will make his 
headquarters in New York City. At one 
time Burnheart was assistant display man- 
ager with Best & Co. His successor at De 
Pinna’s has not yet been made known 


Green Bay Club 
Elects Officers 

The following staff of officers was elected 
at a recent meeting of the Green Bay, Wis., 


Displayman’s Club: president, Joseph De 
Groot, Stieffel Clothing Company; vice 
president, Karl Rockstroh, Wisconsin Pub- 


lic Service Corporation; secretary, Douglas 
Williams, Newman's, and treasurer, Eugene 
Stiller, Stiller's. 


Forbes, Garfinkel 
Exchange Positions 

Formerly display manager for the Mis- 
souri Department Store, Kansas City, J. W. 
Forbes has taken charge of display for 
Peck’s, of the same city. Harry Garfinkel, 
who had headed display for Peck’s, has 
joined the Missouri Department Store in the 
same capacity. 
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Do you sometimes wonder 
how you are going to do 
next week's bank of win- 
dows? What is new in 
display fixtures? What the 
trend in display is in New 
York? Does the merchan- 
dise manager wonder what 
the style trends are? Does 
the copy writer wonder 
what kind of copy is being 
used in the New York 


windows. 


VIRGINIA ROEHL 
DISPLAY. NEWS SERVICE 
47 West 57th Street 
NEW YORK 19, N. Y. 


gives you this information, 
plus an 8x 10 photograph 
of each window described. 
Interior views are also in- 
cluded, and sources given 


where possible. 


Write for information. 




















ORDER THESE HELPFUL Metal 
DISPLAY SPECIALTIES TODAY! 


Easel Displayettes will 
be terrific for your 
Greeting Card and Vic- 
tory Garden Seed Pack- 
age displays. Also ideal 
holders for small, ¥% 
and ¥% sheet signs. 
No. 19x—%4” x 1%” 
$8 per C 
No. 19xx—%” x 244” 
$12 per C 
19xxx—3%y” x 4” 
$14 per C 


No. 19 STYLE No. 





SPECIAL 3 size selection of 2 dozen sparkling, silver- 


like easels (Set includes 1 dozen No. 19x, 2% dozen 


No. 19xx, and '% dozen No. 19xxx) for $2.00. 





Also send for couple boxes ‘‘All-Purpose’’ King Pins. 


“UP-RIGHT” KING PINS 


No. 4x--34”. $4 per C No. Jr. X—l4”. .$3 per C 


“HOOK-IT” KING PINS 


No 8%” $4.50 per C No. 9—4” $3.50 per C 








Metal ‘Displays (0. of Chicago 


30 N. La Salle Strect Chicago, Illinois 





SAVE TIME! SAVE LABOR! 
16 


USE THESE 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 








EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 23," diamerter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 10 

12” high by 4” wide. Either style, each... Cc 

Immediate Delivery 


NATIONAL HANGER CO. Inc. 


545 EIGHTH AVENUE NEW YORK CITY 








USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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Change Of Location 
For Timely Service 

Timely Service, formerly of 46 Walker 
street, announces its removal to larger 
quarters at 453 Broome street, New York 
City. The change means increased facilities 
for producing displays, posters, woodwork- 
ing, and the like. 

In line with its policy of introducing up- 
to-the-minute ideas, Timely is offering four 
new promotion eampaigns: Mother’s day, 
a display sponsored by the National Retail 
Dry Goods Association and the Treasury 
department. It is a reproduction in full- 
color lithography of an original painting 
by H. Paus and strikes a forcefully patriotic 
note. The second is Father’s day; also en- 
dorsed by the Treasury, this display is re- 
produced in.a similar manner after the orig- 
inal painting by Hayden Hayden. Next is 
“Coloramas’—a new kind of display panel, 
each unit designed and painted by a na- 
tionally famous artist and silk screened in 
twelve to twenty vivid colors. It is espe- 
cially suited to summer display. The fourth 
campaign is based on three-dimensional 
poster previews into the world of tomorrow. 
Featuring the theme “Out of the Chaos of 
Today, Comes the New World of Tomor- 
row,” this poster is based on the actual 
plans of some of the best industrial design- 
ers in America. Literature on all four pro- 
motions is available on request. 


Philadelphia Displaymen 
Receive Awards 

In connection with the recent Red Cross 
drive, the following Philadephia stores and 
displaymen have been presented with 
awards: on Chestnut street, most dramatic 
appeal, Joseph Blane, Oppenheim Collins; 
most authentic display, Earl Glazier, Hard- 
wick & Magee; most artist composition, 
Caldwell’s; most original design, Mark 
Briler, Bonwit Teller; most effective presen- 
tation of more than one Red Cross service, 
Mangel’s. 

On Market street: most effective presen- 
tation of a series, Eric Wucherer, Snellen- 
berg’s; most dramatic appeal, Ralph Weiss, 
Frank & Seder; most authentic, Herman 
Rosoff, Arrow Store; most artistic compo- 
sition, Karl Knipe, Wanamaker’s; most 
original design, Earle Taylor, Strawbridge 
& Clothier. 





Messer Introduces 
New Wig Line 

Announcement has been made by George 
Messer, vice-president, Display Equipment 
Corporation, 147 West 37th street, New 
York City, of a new line of wigs inspired 
by the coiffures shown recently at the 1944 
International Beauty Show. “It is estimated 
that the average displayman must wait up- 
wards of six months from the time he places 
a mannequin order until he receives the 
mannequin,” according to Messer, “but it 
has long been known that a new wig adds 
new life and added attractiveness to old 
mannequins. This is even more apparent 
today when the new clothing styles demand 
figures with the latest coiffures. Hence we 
feel that this new line of wigs will some- 
what relieve the mannequin delivery situa- 
tion.” 
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Shulton Urges Early Order 
Of Display Material 

This year it is of the utmost importanc 
that requests for Father’s day display mate 
rial be placed well in advance of the dat: 
of use, according to Shulton, Inc., New 
York City. A recent War Productio: 
3oard ruling states that no manufacturer is 
allowed to use corrugated paper for the sole 
mailing of display material. In view of this, 
manufacturers must include such dealer 
helps with the shipment of orders to ac- 
counts. 

A special plea is made by Shulton to send 
orders early for their Father’s day window 
display contest material in order that it may 
be shipped with orders for “Old Spice” 
men’s toiletries. This year, incidentally, 
marks the sixth annual Father’s day contgst 
which Shulton has conducted. More than 
$2,000 in War Bonds will be awarded as 
prizes for winning windows which portray 
the 1944 Shulton Father’s day theme, “For 
Father—the Skipper of the Family.” 





Chicago Club Starts 
Instruction Series 

A course of instruction in the fundamen- 
tals of proper display procedure has been 
developed and is being offered, at no charge, 
under the sponsorship of the Chicago Dis- 
play Club. The object of the course is to 
review the sound principles of display for 
the experienced person as well as teach them 
to the beginner. A brief outline of the sub- 
jects to be discussed and demonstrated in a 
series of eight monthly meetings follows: 


1. Care and use of fixtures and 


quins. 


manne- 


2. Selection and handling of display mer- 
chandise. 

3. Display procedure and technique. 

4. Window display composition and light- 
ing. 

5. Interior display composition and light- 
ing. 

6. Selection and use of materials. 

7. Tools, construction and shop procedure. 

8. Specialty work. 

The first lecture and demonstration in this 
valuable educational program was given at 
the Hotel Sherman on April 5 and was well 
attended. 





All-Expense-Paid Trip 
Offered As Prize 

Once again an all-expense-paid vacation 
trip to Minnesota awaits the winner of the 
window display contest which will feature 
the observance of National Fisherman’s 
week, April 29-May 6. 

The promotion is again being sponsored 
by The Sporting Goods Dealer, St. Louis 1, 
with War Bonds and Stamps being offered 
in addition to the Minnesota trip. 

The rules are simple. Any retailer 0! 
fishing tackle is eligible and contestants 
merely send a picture of their display to 
The Sporting Goods Dealer before May 22. 
The display must contain the words “Na- 
tional Fisherman's Week.” 

Last year, Frank X. Jerman of Weed & 
Co., Buffalo, won the vacation trip. 
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Plans Take Shape For 
N. A. D. |. Market Weeks 


At the time of going to press, final plans 
are being rounded out by members of the 
National Association of Display Industries 
for the two Display Market Weeks to be 
held consecutively in Chicago and New 
York City. 

Reports coming in from the field indicate 
that both affairs will be well attended by 
displaymen, many of whom participated in 
the first such events last year. 

The Chicago Display Market Week is to 
be held June 21-22-23, with local members 
of the N. A. D. I. preparing many special 
items for presentation in their own show- 
rooms. Out-of-town members who wish to 
take part will have special exhibits at the 
Morrison hotel. 

One of the high points of the Chicago 
affair will be an educational program which 
will be arranged and staged by members 
of the Chicago Display Club, under the 
direction of John Courtney, president. This 
will occupy one night during the event, and 
another evening will be set aside for a cock- 
tail party. It is hoped that another educa- 
tional program can be arranged for the third 
night. 

The New York Display Market Week will 
take place June 26-30, with local members 
exhibiting at their own showrooms and out- 
of-town members at the Hotel Pennsylvania, 
where a special registration desk will be 
set up. The chief educational feature of 
the affair will be a forum comprising sev- 
eral interesting features. This will be held 
at the Pennsylvania the afternoon of Thurs- 
day, June 29, at 2 o'clock; admission will 
be by ticket only, and these may be obtained 
from any New York member of the N.A.D.I. 

The idea of the forum will be to present 
to the visiting displayman more information 
about technical fields which he may be able 
to apply to his own work. For example one 
of the subjects will be television, and a 
demonstration is scheduled to give the dis- 
playman information relating to colors as 
they can be televised, depth of focus, light- 
ing, and lens limitations and_ possibilities. 
At the present time this may not be of great 
concern to the display director, but it is 
felt that when television becomes a physical 
part of the store’s merchandising equipment 
it will surely be a display job. The tele- 


Vision presentation will be conducted by the 


National Broadcasting Company. 

Another subject to be given attention at 
the forum is that of packaging. It is fun- 
damentally agreed that display is a selling 
lunction and that packaging is a part of the 
selling problem, and hence 
becomes primarily a display function, with 
packaging being a part of the all-round job 
of merchandise presentation. It is believed 
that the displayman, when he understands 
more about scientific packaging and stock- 
ing, will also head a store division in which 


many economies of merchandising can be 
pe This topic will be explored by 
M. Pollack of DuPont ¢ -ellophane. 

. James V. McNichol is chairman of the 
“orum committee and will welcome any 


Suggestions from displaymen for other sub- 
ects which might be discussed with benefit. 
€ can be addressed in 3ulkley, 


Dunt n & Co., 295 avenue, New 
York City, 


care of 
Madison 





that packaging | 
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MARINE DIE-CUT DECORATIONS 


IDEAL TO DRESS UP THOSE DIFFICULT 
BLANK SPACES IN YOUR DISPLAYS. 


M55-ANCHOR, 18” x 15%. HEAVY DISPLAY MIL. 
PROCESSED WHITE, DK. BLUE, LT. BLUE AND LT. 
BROWN. PKG. OF 2 $1.00 


M66-LIFEBUOY, 21” DIAM. HEAVY DISPLAY MTL. 
PROCESSED WHITE, LT. BLUE AND MEDIUM 
BLUE. PKG. OF 2 $1.00 


M77-SHIP LANTERNS, 1012” x 18”. HEAVY DISPLAY 
MTL. PROCESSED WHITE, BLACK, YELLOW, 
ORANGE AND BROWN. ONE LANTERN WITH 
RED LAMP AND THE OTHER GREEN. 

PKG. OF 2 


© Buy from your Display Jobber. 
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$448- BAY VIEW 
PANEL 


40” WIDE, 72” LONG 
FLEXIBLE WHITE DISPLAY MTL. 
PROCESSED DK. BLUE, AQUA- 

MARINE, BLACK, GREEN, 
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YELLOW AND ORANGE. Y 
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HANGERS for the MODERN STORE 


Plastic All-Metal 
Garment Hangers Skirt Hangers 





( 
Ni 
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IN ALL COLORS 


Name Your Color—We Have It 
These 


cellulose acetate, have non-slip notch to 


To Fit Any Size Skirt 
Now you can fill your requirements 
for these practical skirt hangers. They’re 
all-metal and rust-proof. The sturdy ad- 
justable clips will fit any size skirt and 
are guaranteed to hold garments se- 
curely. Order an ample supply now. 


beautiful hangers are made of 


prevent garment falling from hanger, and 


The 


supply is limited, so order yours now. 


IMMEDIATE DELIVERY 


NATIONAL HANGER COMPANY, INC. 


545 EIGHTH AVENUE NEW omen es 2s 


come in a wide range of colors. 
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WINDOW TRIMMERS (2) 


For Chicago and Detroit areas, large shoe chain; splendid 
opportunity for right men; must be experienced in ladies’ 
and men’s shoes, plus fashion accessories. 
only, giving complete resume of experience, age, draft classi- 
fication and salary desired. Replies held in strict confidence. 


Address J. DOMASH, A. S. BECK SHOE CORP. 


25 W. 43st Street 


Reply by mail 


New York 18, N. Y. 








Assistant Display Manager 


Excellent opportunity in progressive 


Washington women’s specialty _ store. 


Card sign writing experience necessary. 
Write 


full particulars to 


J. H. Moorehead 


Brooks 


1109 G. St., N. W. Washington, D. C. 





Baltimore’s Newest and Foremost 
Display Supplies Merchant 


WANTS NEW LINES 


Send Samples, Catalogues, Photos, etc., 
with Jobber’s Price List to 


NATT LEVY 


One South Hanover Street 
Baltimore 1, Maryland 








DISPLAY MANAGER 


Fifty-six-year-old, quality, fashion pro- 
moting department store has good oppor- 
tunity for man of proven ability. Post- 
Enjoyable living conditions 
State full particulars 
Replies confidential. 


THE FAIR STORE 


Escanaba, Michigan 


war security. 
in modern city. 
first letter. 





WANTED 


Department store display manager. <A 
swell opportunity for an assistant to step 
out into a display manager’s spot. Per- 
manent. Good salary, splendid working 
conditions, no long hours, free insurance. 
State experience, draft status and salary 
expected in first letter. 


National Stores Corporation 
Nashville 3, Tenn. 
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THE DISPLAY DESIGNER 
AND TELEVISION 
[Continued from page 42] 
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such as the use of startling objects—genuine 


or fabricated—that bear a real or imagi: 


od 


relationship to his merchandise; and by two 


other means—means which are 


directly 


adaptable to certain phases of television 


program background requirements : 
(a) He uses certain 


permanent utility 


pieces which form the foundation for what- 
ever imaginative treatment he may employ. 


(b) For his decor, he uses new 


materials 


in any old way or old materials in a new 


way. 
To discuss (a) 


first. We note here the 


relative factor of interchangeable unit con- 


struction. 
volves not only life-like 
such plastic elements as platforms, 


steps, boxes 


In the displayman’s work this in- 
mannequins, but 
screens, 
and all manner of elevations. 


All these things which go into his window- 
studio first suits his theme of the week and 
constitute the solid features of his display. 
Upon them he depends for the physical sup- 
port required for both the merchandise and 


the decor. 


television. We will have new 


We have a related problem in 
“merchandise” 


in the form of programs and personalities to 


be displayed advantageously and 


ingly. 


interest- 
We will also need permanent utility 


pieces for basic physical support of people 


and decor 
This physical support may 


and for legitimate merchandise. 
take whatever 


architectural or structural form is simplest, 
most pleasing to the eye when used alone, 
and most easily adapted to repeated use for 


any decor. But more 
these factors is that 
construction. Actually 


these utility 





important than all 
of standardized unit 
pieces 





WINDOW TRIMMER 


Man for 
priced ready-to-wear store. 


trimming for popular 
Good salary, 


window 


permanent position and excellent oppor- 


tunity for advancement. Apply 


MILLER-WOHL COMPANY 


1124 Walnut Street Kansas City, Mo. 








THOROUGHLY EXPERIENCED 


ao ee 0 store card writer and displayman, 
age 38, desires permanent connection that offers 
ei ir possibilities and where a conscientious, 
capable worker is appreciated. 


Address “J. J.°’ 
DISPLAY WORLD 


Care 


DISPLAYMAN WANTED 
High-class specialty shop has opening for 
displayman able to trim appealing and 
coordinated fashion trims. Give all de- 
tails first letter. 


BROZMAN’S, Williamsport, Pa. 


ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common. school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 








a 





WANTED 


Experienced window trimmer and_ cardwriter. 
One with original ideas, capable of making own 
backgrounds. Will consider assistant window 
trimmer. Must be draft exempt. Permanent 
position. Write or call in person. 


PALAIS ROYAL 
Lafayette, Ind. 


WINDOW DRESSER 
For one of Baltimore’s fastest 
stores. Salary commensurate with 


Write “L. 8.” Care DISPLAY WORLD 


for interview giving complete details of your 


moving retail 


ability. 





past experience. Our organization knows of this 
ad. All replies confidential. 


WANTED — Displayman, experienced in 
trimming all types of department store 
windows. All applications strictly conf- 
dential. Write or apply to 


MR. GUSTAV SCHWEIZER, Supt. 
The Elder & Johnston Co., Dayton, Ohio 











Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced. practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Il. 








CORRESPONDENCE INSTRUCTION —In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 





DISPLAYMEN, BE ARTISTS—Our exc usive 
Correspondence Course in the art of ma king 
Pictorial and Scenic Windowbackgrounds, Dio 
ramas, Shadow Boxes, Cutouts, Posters, Cards, 
Accessories, etc., only FIVE DOLLARS to Pro 
fession, if you enroll NOW. Learn more, to af” 
more. Send tuition fee to The Enkeboll School 








————— 


—— 





of Arts, 5313-17 N. 27th Street, Omaha, Ne wal 
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As per- 
would be 
would 


might be identical in every way. 
manent studio accessories they 
available for any program needed 
be used in every show given. 











Neb. 
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Functionally, only their arrangement would 
differ for the two basic types of programs 
they would serve. In the non-dramatic pro- 
gram a simpler, more rhythmic arrangement 
might be used coupled with necessary ap- 
plications of appropriate decorative material 
to disguise as well as amplify the utilitarian 
nature of the individual pieces. In con- 
trast, their use in the dramatic program 
would necessitate more involved groupings, 
more elaborately applied detail required for 
realistic scenes, and supplementary physical 
units dictated by the requirements of the 
particular day. 

The statement was made that the display- 
man uses new materials in an old way and 
old materials in a new way. To qualify 
that statement and to prove the practicality 
of such a simple theory in television scene 
design, the similarity between these two 
media is stressed again—television and dis- 
play seém to be the only visual media that 
require constant scene changing to accom- 
modate the showing of fresh material for 
short periods of time. The parallel is not 
too finely drawn, since display is not re- 
quired to alter its scene as frequently as 
television may. However, men trained to 
meet the frequent deadlines of display work 
can adapt readily enough to the exigencies 
of a speeded-up system of television design. 

Then there are materials. Display has 
had need for materials to depict not only 
every imaginable place from Borneo to Bat- 
tery Park, but almost every activity men and 
women engage in—all to sell merchandise. 
For example, the Fifth avenue windows that 
have been turned into paddocks to sell rid- 
ing habits, or into three-ringed circuses to 
attract women to a new shade of lipstick. 

Since the display trade offers such scope 
and needs such an endless supply of new 
materials, manufacturers have either adapt- 
ed their products to the trade or devised 
new tools and materials for it. For the pro- 
lic displayman quickly exhausts materials 
and ideas in his quest for new ways to draw 
the passerby first to the window, then into 
the store. 

This profusion of materials is of direct, 
practical advantage to the television de- 
signer. Many are inexpensive, since for 
some decorative display work durability is 
unimportant and consequently cheaper prod- 
ucts suffice. (I exclude here such basic 
fixtures as pedestals, solid backings, manne- 
quins, and other permanent or semi-perma- 
nent devices used in each display.) They 
have texture and color, flexibility, plasticity 
and authenticity. Most materials are actu- 
ally fireproof, or at least fire-retardant. 

And not many media can command so 
great a supply of such accessories as ready- 
made pillars, columns, authentic plastic re- 
Productions of architectural ornaments, sim- 
ulated brick, marble, tile, granite, etc., all 
Virtually undetectable from the actual proto- 
types. These latter semi-permanent mate- 
nals are, of course, somewhat more expen- 
sive than the cardboard and paper items of- 
fered to the trade, but are quickly amortized 
through frequent use in both dramatic and 
Non-dramatic scenes. 

They are utility pieces because of their 
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adaptability and their relatively low cost. 
Thus, the requirements of variety and flexi- 
bility in decor for the rapid changing of 
television scenes might be met through 
partial recourse to the skill and knowledge 
of the display field. 

As a result it seems to me to be impera- 
tive that display consider quite honestly and 
interestedly the possibilities of television as 
a source of employment and of new business 
in this postwar world we're all projecting 
ourselves into. It is, I am sure, not impos- 
sible for manufacturers to set about finding 
ways to adapt their materials for television. 

To learn of some of its limitations, for 
instance. Limitations that will condition 
the use of their product. The problem of 
making a noiseless stapler is typical. Other 
problems we faced and have not yet licked 
are: rapid drying, non-bleeding paints with 
true pigments and a non-gloss_ surface, 
paints that can be brushed or sprayed; com- 
pletely fire-retardant papers and textiles; 
paper and cardboard backgrounds in large 
sheets that can be handled noiselessly; more 
inexpensive three-dimensional decorative ac- 
cessories in colors; acoustic materials in 
color and with varied textures; a great 
variety of textured surfaces in a multiplicity 
of colors and available in large areas. 

There will be still more of these perplexi- 
ties. They need interesting, practical and 
inexpensive solutions. And in my opinion 
it is not too early for display to plan to 
offer its services to this newest of the com- 
munications media. Don’t overlook televis- 
ion. It’s almost a blood relation. 


l. A. D. NEWS 

[Continued from page 46] 
writer’s mind is a masterpiece. It repre- 
sents one of the finest written, best-worded 
ads ever presented to the display profession. 
With ads of this type, and with the many 
N. A. D. I. members to back it up, display 
and displaymen will find their road to suc- 
cess less difficult to travel. (Look up your 
December issue of DISPLAY WORLD and 
turn to page 5.) 


There have been many predictions within 
the last two years that the I. A. D. is folding 
up. It has been said that certain people are 
in a mood of apathy, that many of them 
are still “display isolationists,” that the 
I. A. D. will come dangerously near losing 
out because the N. A. D. I. has withdrawn 
its support. We are sure that some of these 
predictions are false, and we hope and be- 
lieve this is true with others. 

The Chicago meeting is of tremendous 
importance, and, somehow, we feel that be- 
cause of the common interests existing be- 
tween the I. A. D., and the N. A. D. L, 
that that friendly feeling and cooperative 
spirit will always continue. Contrary to a 
false impression assiduously spread by these 
isolationists or would-be wreckers, the I. A. 
D.and its membership have never demanded 
a showdown. We, the I. A. D., represent all 
elements of the display profession, because 
we are an organization devoted to the best 
interests of every element in it. Because of 
this, and because we have a vast knowledge 
of the right growth of this profession, we 
are going to ask that the past be prologue. 
Let’s all get in back of a move for better- 
ment. 
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WOVEN-WOOD 
BACKGROUNDS 





These flexible lightweight screens are 
ideal for window display backgrounds 
and have become very popular. Many 
arrangements are possible with these 
adaptable units, producing many attrac- 
tive effects. 

Standard colors: Natural or Walnut. 
3 feet to 10 feet high, 7 feet wide. Only 
30 cents per square foot. For example, 
a 5x7-foot panel costs only $10.50. Also 
available in beautiful lacquered finishes 
at slightly higher prices. 


We also carry a complete line 

of tropical bamboo products 

such as Poles, Screens, Novel- 
ties and Matting. 


TROPILRAFT 


535 Sutter St., San Francisco 2, Calif. 














Mileo Mannequins catch the eye 
When the shopper starts to buy. 





Display 


those attractive 
Spring garments 
you stock on 
Mileo 
Mannequins 
they are 

proved 

sales producers. 


P. 0. MILEO 


7 WEST 36th ST. 
NEW YORK, N. Y. 
Just off Fifth Avenue 




















For Victory 
Buy U. S. War 
STAMPS and BONDS 




















Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Cj Air Brushes 

() Airpainting Equipment 
() Animated Signs 

() Artificial Flowers 

() Artificial Snow 

() Backgrounds 

{] Background Colors 

() Background Coverings 
(J Brushes and Pens 

() Card & Mat Board 

() Cardwriters’ Materials 
(J Color Lighting 

() Crepe Papers 

() Composition Pieces 

() Cut-out Letters 

{] Cutting Machines 

() Decorative Papers 

() Decalcomania 

() Display Furniture 

(J Display Forms 

[] Display Letters 

() Display Racks 

CL) Drawing Boards 

() Dye, Rug and Carpet 
() Enlarging Projectors 
() Fabrics and Trimmings 
() Fixtures 

() Flags and Banners 


H oils 
Glass Specialties 
() Grass Mats 
() Hosiery & Shoe Forms 
(}] Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 

() Paper Sculpture Displays 

() Plaques (Window) 

{) Papier Mache Specialties 

(] Photographic Blowups 

C) Plastics 

() Price Cards—Tickets 

(] Price Ticket Holders 

{) Sale Banners 

() Socks—Window 

) Show Cards 

{] Show Card Colors 

() Show Cases 

(] Show Case Lighting 

[) Signs—Card Holders 

() Signs—Brass—Bronze 

() Signs—Electric 

[] Sleeve Forms 

C) Stencil Outfits 

{} Store Designing 

() Store Fronts 

() Tackers 

[) Time Switches 

[] Turntables 

{] Valances 

() Wall Board 

[) Wigs 

() Window Lighting 
[) Do you wish a copy of their catalogue? 
{[] Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


OOOO0000000 


Firm 
Display Manager 
Street 


City State 








DISPLAY WORLD 


R A tACK 


APRIL, 1919 


One hundred and fifty displaymen of New 
York City met to plan Victory Loan dis- 
plays. 

J. Kenny, after being mustered out of the 
famous Princess Pat regiment of the Cana- 
dian army, returned to Oppenheim Collins, 
Brooklyn, as display manager. His prede- 
cessor, Jack Darling, went to Richmond, 
Va., to become display manager for Thal- 
heimers. 

H. B. Seidenbecker of the display staff 
of Hillman’s, Chicago, became display head 
for Bannon Brothers, St. Paul. 

Paul J. Gable took over display for Gutt- 
ridge & Rand Company, Youngstown; he 
had been with Metzger & Robinson Com- 
pany, Lorain, Ohio. 

J. U. Berry, formerly of Redlands, Calif., 
took charge of display for J. A. Walton 
Company, Santa Barbara. 

E. E. East resigned his position with the 
M. O’Neill Company, Akron, to become as- 
sistant display manager for Shillito’s, Cin- 
cinnati. 


APRIL, 1934 


The Spokane Display Men’s Association 
was reorganized with Vic Linden, J. C. 
Penney Company, as president. Other off- 
cers were: vice-president, F. R. Robins, 
Emery’s; secretary-treasurer, John R. de 
Jung, also of Penney’s. 

Lewis A. Kagel succeeded James Schaefer 
as display director for J. C. Penney Com- 
pany stores, with headquarters in New York 
City. 

Fred Heidelberg resigned as display man- 
ager for McCreery’s, Pittsburgh. 

John H. Richter, display director for The 
Fair Store, Chicago, died of heart disease. 
At one time he had been with Ernst Kern & 
Co., Detroit, Younker Brothers, Des Moines, 
and Saks & Co., New York City. He was a 
former president of the Chicago Display 
Club and was active in the affairs of the 
International Association of Display Men. 

Robert Saltzman took charge of display 
for Breit’s Fashion Corner, Reading, Pa., 
succeeding George S. Grim. Saltzman had 
been with Mangel Stores. 

The Display Men’s Club was organized at 
Jacksonville, Fla., with Ray Williams as 
president, Gene Turner as 
and Don Springer as secretary-treasurer. 








We invite DISPLAY WORLD read- 
to make frequent use of the 
Service Bureau for information on re- 


ers 


sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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1944 
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Arranjay Wig Co 
Arrow Decorating & Fixture Co 


Becker Sign Supply Co................ 
Bishop Publishing Co 
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Bulkley, Dunton & Co 
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Charrot Co., L. J 

Chicago Cardboard Co 
Chicago Display Market Week 
Cole Co., Jas. A 


Darling Co., L. A......... 
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Display Equipment Corp... 
Display Mannequin, Inc 
Douglas Fir Plywood Assn...... 


Eaton Bros. Corp 
Felt Letter Studios... . 


Garrison-Wagner Co................. 
Geodieader, ©. D............. 
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Korrect-Way Display Products 
Rien .. Inside Front 


Laverne Originals .... 
Leighton's Mexican Imports 


Madisonia Manikins .. 
Maharam Fabric Corp......... 
Metal Displays Co.. 

Miteo, P. C......... 

Modern Displays 

Myers-Lipman Wool Stock Co... 


National Association of Display Industries 


_.... Inside Back 
National Hanger Co... 
National Sawdust Co., Inc.... 
New York Display Market Week 


Old King Cole, Inc... 
Opportunity Exchange 


Paasche Airbrush Co. 


Regalia Mfg. Co... 
Reyburn Mfg. Co. 

Rip Studio aes 
Roehl Studio, Virginia 


Siegel, Nat 

Sherwin-Williams Co. 

Shipman, Frederic . 

Shulton, Inc. oer 

Speedry Distributing Co... 
Stensgaard & Assoc., Inc., W. L. 


MINT ORS 8 eye se Roe lnde Sate ees 
Thayer & Chandler 


Timbertone Decorative Co., Inc. 


Back 


Timely Service 
Tropicraft 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 
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DEAD AS A DODO BIRD 


He old idea that Display was an “expense” item is as dead as a dodo bird. 

The fact that display is a “Promotional” item is fully recognized today by 
progressive store executives, merchandising men, and department managers. 
Display men have felt that way for vears, and the time was when they had to 
beg, wheedle, and in some cases see “other stores do it first,” before they could 
get the display they needed. Not so today. In every wide-awake store, display 
is considered along with newspapers, radio, special promotions, and sales training, 


when the budget is set, because it has proven itself as one of the three most power 
ful and necessary mediums in producing profits 


* 


Members of the 
NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


Adler-Jones Company ... Advertisers Display & Exhibits, Inc. . . . American Fixture & 
Mfg. Co. ... Bliss Display Corp. ... Bulkley, Dunton & Co. ...L. J. Charrot Co. .. . Coy, 
Disbrow & Co. ... Crystal Fixture Co. ...L. A. Darling Company ... Dazian’s, Inc... . 
Decorative Plant Co. Display Equipment Corp... . Gardner Displays Co... . Garrison 
Wagner Co... . Earl W. Gasthoff Co. ... The Greneker Corp. . .. Victor Haida Dis- 
plays, Inc. :.-Bi A. Jacobs Co MtZ Maharam Fabric Corp. .. . Mechanical 
Man, Ine. . Mileo Mannequins ... Old King Cole, Inc. ... Reflector Hardware Corp... . 
Rip Studio... Schack’s, Ine. . Scheuer Art Metal Mtg. .... Sherman Paper Products 
Corp. ... Nat Siegel Fixture Co. ... Shoe Form Co., Inc Art Mig. Co. ... 
Standard Fixture Co., Inc... . Staples-Smith Co W. L. Stensgaard & Associates ... 
Jas. B. Williams, In¢ Display World, Associate Member 


PROGRESSIVE 


| 
NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 








SEAMLESS PAPER 
for colorful sum- 
mer window 
backgrounds — 
economical and 
easy to install. 


REALISTIC TRIMS 


-rolls of simulated 
Stone Wall, Bam- 
boo, Chestnut 
Fence, Polished 
Marble & Birchbark. 






































S-W SHOW CARD 
COLORS — Full 
range, exception- 
al brilliance and 
covering power, 
speeds card work. 





























GIANT CURVE, 
makes Doric col- 
umns and continu- 
ous, fluted, self- 
standing back- 
grounds 8 ft. high. 


DISPLAY LETTERS, 
molded, compo- 

on, cardboard, 
and simulated 
gold transfer—all 
sizes and types. 


S-W DECA-SENE, 
Paste Toner Colors 
for brilliant back- 
grounds and 
interior displays. 























PICTORIAL PAN- 
ELS and Photo 
Murals in color 


PATRIOTIC DIS- 
PLAYS, Photo 
Murals, Valances, 
and Colorful Pan- 
els—all in red, 
white and blue. 


GRAPHIC ARTS FIN- 
ISHES AND QUALI- 
CRAFT SIGN SUPPLIES 
For sign writing, screen 
a processing, and general 
display requirements. 








